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Proofs 


“The population is growing 
older,” says an editorial writer, 
and everybody has to admit that 
the statement jibes pretty closely 
with his own personal experience. 


“Mojud—that’s all you need to 
know about stockings,” and as far 
as male readers of the ads are 
concerned, that’s about all you 
need to know about legs. 


*owill the Republicans. elect 
F.D.R.?” asks Stanley High, and 


Every time the SEC is taken for 
ride by some august financial 
the stock market starts 
It’s all very em- 


If you are ordering butter now- 
days in a New York hotel or 
estaurant, you are usually per- 
itted to decide whether it will 
e apple or peach, 


Then there was the ambitious 
oung grocery clerk who decided 
put free enterprise to work' by 
etting into business for himself, 
otlegging Kleenex. 


F 


Maid-hunting couples who offer 
rivate room, bath and radio with 
o takers will have to raise the 
nte by adding, “And you can use 
ur living room for your Thursday 
ight dates.” 


| 


Henry Kaiser fixed a Chicago 
axi driver’s cut finger and thereby 
ired a new hand for his ship- 
yard. Maybe personnel directors 
ad better get a few tips from Paul 
e Kruif. 


Ed Kobak was given national 
publicity in the SEP and shortly 
thereafter took to his bed. But 
fou can’t blame this one on the 


— = was a flu germ that hit 


Charles Boyer, says MGM, re- 

erring to “Gaslight,” adds to his 

ascination “a strangely compel- 

Ing quality.” But isn’t that what 

poe, bien fascinating in the first 
e? 


The OPA would hit the ceiling 
f they knew that leading whisky 
brands are kept under the dealers’ 
ounters, waiting for the customer 
ho indicates he is willing to go 
Tough the ceiling. 


The University of Chicago is go- 
§ to research the question of 
Ow far advertisers are able to in- 
fuence editorial opinion, and may- 
Fue first person to interview is 
ce-President Bill Benton. 


sme big league ball clubs, with 
Srey of the season just 
heir the corner, are sticking 

ir hecks out to the extent of 
 mising that the game will still 
ide -Y* with nine men on each 


Copy Cus. 


WE ARE NOW TAKING ORDERS 
With Definite Promises of Delivery 


possible for 
erants to an unusual 


My 


ow've tri 


to y it is poss 
‘om. pake 


ed to buy @ nationally- 
mn make pen the last few years, 
y has been 
atl out of thet make now.” 
4 small shipment some 


PICK IT UP AT 


POMERANTZ 


1525 CHESTNUT STREET, PHILADELPHIA 


Stationery . . Engraving Printing . . Office Furniture . . Cifts 


DELIVERY PROMISE—This unusual of- 
fer, made by a Philadelphia retailer, 


promises delivery "in the near future” 
lon four famous makes of fountain pens, 


New Permanent 
Wave Kit Invades 
Expanding Market 


(Picture on Page 2) 


St. Paul, Minn., March 9,—A 
new entry in the fast-expanding 
field of home permanent wave kits 
set out this week to grab a big 
slice of the market with Rolwav, 
“America’s Beauty Bargain,” 
which it is offering to women at 
25 cents, complete. 

Practically non-existent two 
years ago, production of these 
complete kits of ingredients and 
materials for the home-made per- 
manent wave has grown by leaps 
and bounds. A big repeat item, 
an estimated 5,000,000 sets were 
merchandised last year. The Rol- 
way Company hopes to make a 
serious inroad upon the market 
with a product that sells at less 
than half the price set by earlier 
companies in the field. Its 1944 
campaign calls for extensive ad- 
vertising, including full-color 
pages, in women’s magazines; 
heavy promotion to the trade; and 
cooperative advertising in news- 
papers. 

The kit designed for hairdress- 
ing at home got its start about 
two years ago when Charm-Kurl 
Company, St. Paul, started mail 
order promotion of its set. Carry- 
ing the promotion a step further, 
the Mollin Company, also of St. 
Paul, started building department 
and syndicate store distribution 
for its kit, Chic. 


Large Budgets Planned 


Charm-Kurl is expected to 
spend upwards of $500.000 this 
year in an all-out advertising ef- 
fort. Mollin may spend between 
$100,000 and $200,000, with both 


(Continued on Page 60) 


Wartime Role 


of business papers... 
See Editorials, Page 12. 


Other features: 


Business Paper Fiqures.............. 
Coming Conventions 

Feature Page 
Getting Personal........... 
Information for Advertisers......... 12 
In Washington 
Photographic Review 
Rough Proofs 
Voice of the Advertiser............ 


Fight Against Ad 
Expenses in War 
Contracts Renewed 


Definition of Costs 
"Too Generous,’ Is 
Warren's Claim 


Washington, D. C., March 8.— 
Comptroller General Lindsay War- 
ren used a subcommittee of the 
Senate military affairs committee 
this week for a sounding board to 
renew his campaign against ad- 
vertising and other promotional 
expenses as allowable costs in the 
settlement of war contracts. 

Stalled in the House, where a 
rebellious military affairs com- 
mittee refused to follow Chairman 
May in approving a contract ter- 
mination bill which would require 
a full audit by the comptroller 
general, Mr. Warren told Sen. 
James E. Murray that current set- 
tlements of cost - plus - fixed - fee 
contracts are too generous, par- 
ticularly for such items as local 
charities or community chests, fees 
and dues for membership in trade 
associations, and expenditures for 
employe welfare. 

Mr. Warren had opened a cam- 
paign for a careful audit of all 
contract settlements in the House 
last fall, but he has been publicly 
rebuffed by the Senate postwar 
planning committee, and the 
Baruch report, both of which as- 
sert that minute inspection of con- 
tract settlements would delay pay- 
ments so much that the reemploy- 
ment of millions of workers would 
be threatened. 


Definition ‘Too Generous’ 


The Murray committee was dis- 
cussing a proposal to require con- 
version of cost-plus-fixed-fee con- 
tracts to a fixed fee basis. Asserting 
that the definition of cost com- 
monly used in settling cost-plus- 
fixed-fee contracts, Treasury De- 
cision 5,000, was too generous, Mr. 
Warren maintained that contrac- 
tors should be paid only for labor, 


(Continued on Page 60) 


7) Make a Million New Frends for STOK Soup Mix! 


FOR 


come tom bar. Foe grand 
Bary one tor 
the the ponny! 


TEST COPY — Newspapers and spot 

radio are introducing a new soup mix, 

Standard Brands’ Stox, to midwestern 
consumers. 


Standard Brands 
Starts Test for 
Stox, Soup Mix 


New York, March 9.—Standard 
Brands, Inc., has started an exten- 
sive test campaign for a newcomer 
in the soup mix field, Stox, with 
weekly 1,000-line color advertise- 
ments in newspapers of Cincinnati, 
Louisville and Indianapolis. 

In smaller cities covering a 
sizable area in the Midwest, 750 
and 500-line insertions also are 
being used weekly to introduce the 
product. Spot radio also is em- 
ployed. Two varieties are offered 
consumers, noodle with chicken fat 
and noodle with “beef-like flavor.” 

First insertions announce a one- 
cent sale for a limited time, with 
two packages selling for 11 cents. 


Copy includes this competitive 
appeal: “Stox is . concentrated 
goodness. It needs nothing added, 


such as butter, to make it rich. 
And remember, you get almost 
half again as many servings from 
Stox as from the majority of 
canned soups.” 

Kenyon & Eckhardt is the agency. 


Last Minute News Flashes 


Petroleum Industry Plans Intensive Drive 

New York, March 10.—Starting in April, the Petroleum Industry 
War Ccuncil, representing the country’s leading petroleum producers, 
in collaboration with the Petroleum Industry for War and other gov- 
ernment agencies, will launch an intensive three-month campaign to 
eliminate black market gasoline and asking motorists to conserve fuel 


and share cars. 


About $1,000,000 will be spent in newspapers, while 


spot radio, outdoor posters, motion picture releases and other media 


will round out the campaign. 


McCann-Erickson is in charge. 


Minneapolis-Honeywell Renews Navy Show 
Chicago, March 10.—With the Navy Department banning use of 


clusion of existing arrangements, 


| Navy personnel on sponsored network broadcasts but permitting con- 


Minneapolis-Honeywell Regulator 


Company has taken up its 26-week option for “Bluejackets’ Choir,” 
starting April 2, over CBS. Format of the show will remain unchanged. 
Hall Brothers, Inc., is still uncertain about renewing its Blue Network 
show, “Meet Your Navy,” April 7, but is considering a new format. 


Bowen Leaves Mathes for Kenyon & Eckhardt 


New York, March 10.— Vernon 


J. M. Mathes, Inc., has resigned to join Kenyon & Eckhardt. 


Bowen, assistant copy director of 
It is re- 


ported that he will assume the duties of Walter J. Weir, vice-president 
of K&E, who is expected shortly to accept an overseas assignment with 


OWI’s Bureau of Psychological Warfare. 


Mr. Bowen will continue as 


assistant to Mr. Weir upon the latter’s return to the agency. 


Ralph Sharp Appointed Randall V.P. 

Detroit, March 10—Ralph W. Sharp, who operated his own agency 
before joining Fred M. Randall Company, Detroit agency, has been 
appointed vice-president in charge of food and beverage accounts. 


Vitamin Prices 


Are Slashed 
from 20% to 15% 


Cut-Rate War 
Denied as Ad Copy 
Proclaims Cuts 


New York, March 9.—Although 
13 large vitamin packaging com- 
panies last December defeated a 
15% reduction in prices proposed 
by the OPA, manufacturers of 
packaged vitamins for retail dis- 
tribution within the past few 
weeks have engaged in widespread 
slashing of prices, tumbling costs 
to consumers from 20% to 75%. 

“What OPA was unable to ac- 
complish in forcing a_ general 
slash in vitamin prices, the manu- 
facturers themselves have done 
with a bang,” said R. P. Schwartz- 
man, director of purchases, Joint 
Purchasing Company, non-profit 
organization which buys supplies 
for 115 New York hospitals and 
other institutions. 

Mr. Schwartzman said in his 
bulletin to members that the gen- 
eral collapse in vitamin pricés 
became known over the weekend, 
“although there have been signs 
of a storm brewing in the trade 
since mid-February.” 


Deny Price War 


Denying that the price slash is 
the beginning of a cut-rate war 
or that it is a result of govern- 
ment pressure, spokesmen for 
| larger pharmaceutical manufac- 
turers explain that lowered costs 
are simply being passed on to the 
consumer by virtue of improved 
manufacture and expanded output. 

That this view is of substance 
may be borne out by the fact that 
there is a substantial expansion in 
the production of synthetic vita- 
mins and the raw materials from 
which they are produced. It is 
reported that inventories on many 
synthetic vitamins have become 
top-heavy in recent’ months and 
that production is outrunning de- 
liveries to manufacturers of the 
packaged vitamins. 

Also, while prices are going 
down, the potency of vitamins is 
going up, which further substan- 
tiates the over-supply theory 
rather than a price war or gov- 
ernment pressure. 


Action Is Widespread 


Price slashing, which in some 
cases is termed “drastic,” is not 
confined to just a few companies 
but is widespread among leading 


60% of Pulp May 
Be Saved by Flour 
Packaging Change 


Chicago, March 9, —A _ plan 
which is expected to save 60% of 
the pulp now used in making cor- 
rugated packing cases for the flour 
industry was discussed today at a 
meeting of representatives of the 
War Food Administration and the 
millers. 

Under this plan, flour packed in 
5-lb. bags, for instance, will be 
repacked in balers, or kraft bags, 
instead of in corrugated contain- 
ers. Special flours, such as pan- 
cake mixes, which have been 
packed in boxes, will not be 
affected by the order. 

A formal order covering the 
new packaging regulations will be 


issued from Washington shortly. 


q 
FOUNTAIN PENS = — 
“We For many years before the war 4 
We curtailed civilian fountaim-pen pro~ 
le. In this way you can be sure advance until each of our torthcom- = 
ice. Anyone who has ever tried pon al the woke pou 
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vitamin manufacturers throughout 
the country. 

International Vitamin Corpora- 
tion, subsidiary of American Home 
Products Corporation, whose B, 
vitamin tablets sold to the retail 
trade at $3.25 for a bottle of 100, 
this week cut the price to $1.39. 
The same company’s 250-tablet 
bottle of vitamin B,, which was 
selling at $2.49, carries a new price 
of $1.43. These reductions were 
confirmed by E. R. Dyer, vice- 
president of the company. 

E. R. Squibb & Sons reduced 
prices Feb. 15, when 40-tablet bot- 
tles of vitamin C were cut from 
58 éents to 47 cents; 100-tablet 
bottles from $2.25 to $1.55. Ribo- 
flavin (B.) of 1 milligram potency 
in bottles of 100 tablets was 
slashed from 97 cents to 55 cents. 
The five milligram bottle of 100 
tablets went from $3.65 to $1.75. 
Niacin, a member of the B com- 
plex, in bottles of 100 of 25 mg. 
strength, was reduced from 63 
cents to 50 cents, and the 50 mg. 
bottle from 80 cents to 70 cents. 


Reduced in January 


United States Vitamin Corpora- 
tion reduced prices on its straight 
vitamins in mid-January, effective 


Jan. 1. 
no changes in prices for its multi- 
ple vitamin preparations because it 
had previously increased potency 
contents. On the so-called straight 
vitamins, however, it set a new 
price of $17.75 for calcium panto- 
thenate per 1,000 tablets, compared 
with the old price of $27.50. Thia- 
min hydrochloride, or B,, was re- 
duced to $8.75 per 1,000 compared 
with $12.25 formerly. Ascorbic 
acid, vitamin C, was priced anew 
at $26.50, compared with $34.95, 
also for 1,000 tablet lots. 

Lederle Laboratories slashed 
prices on the 1 mg. 100-tablet 
bottle of riboflavin vitamins from 
$3.65 to $1.70. Ascorbic acid (vita- 
min C) in 100-tablet bottles of 25 
mg. was reduced from $1.42 to $1. 

Abbott Laboratories, Chicago, 
announced slight price reductions 
on some of its vitamin formulas 
about a week ago, covering prepa- 
rations containing thiamine hydro- 
chloride, riboflavin and ascorbic 
acid. 

Eli Lilly & Co. slashed the price 
of its 25 mg. 100-tablet bottle of 
vitamin C from $1.60 to $1. A 
100-tablet bottle of riboflavin of 
1 mg. strength was dropped to 55 
cents from $2.25. Thiamin tablets, 


This manufacturer made | 


100 to a bottle, 1 mg. potency, 
carry a new price of 50 cents, cut 
from 75 cents. The Eli Lilly mul- 
tiple vitamin known as Multi-ce- 
brin was reduced from $50 per 
thousand tablets to $30. 


Larger Sizes Benefit 


Most of the substantial price 
reductions have been passed on to 
the large size packages of vita- 
mins. In smaller sizes, packaging 
and labor costs figure more prom- 
inently and for the most part they 
do not carry the price cuts ac- 
corded the larger size packages. 

Where retail distributors have 
large stocks of vitamins on hand, 
it is reported that producers of 
the packaged products are making 
equitable adjustments. 

Members of the industry assert 
that the demand for vitamins is 
growing by leaps and bounds, esti- 
mating that this year’s production 
will greatly exceed that of last 
year. They estimate last year’s 
output of vitamins at between 
$175,000,000 and $200,000,000, based 
on retail sales. 

In the meantime, regardless of 
comments to the contrary, adver- 
tising of vitamins would seem to 
lend credence to the theory of an 


—FILE DATA: 


1 IN 1943, the Hartford 
Courant carried 40% of 


the local grocery adver- 


tising, an outstanding 


i record for any indepen- 


| dent morning newspaper. 


LUCIEN LELONG is another 
advertiser who has taken 
advantage of the Hartford 
Courant’s women’s page — 
the only feature page of its 
kind in Hartford. Lelong 
products have been sold 
in Hartford, through the 
Courant exclusively. 


if 
SUCHEN LEGONG 


‘ 


WOMAN-APPEAL advertising 
is being placed in the Cou- 
rant in an ever-increasing 
proportion by local out- 
lets. On-the-spot, they see 
and feel the Courant’s 
greater influence. 


How Give Your Har a 


SUPREMELY SOFT, EXOQUISITELY SEAUTIFOL 


HOME! 


wave «i 


COMPLETE 


wave 


Complete Satisfaction Guaranteed 
or Your Mosey Sock 


Give your hate treat. Got easing 
AY MOE PERMANENT AIT 
the ners deevetions The 


| send feat Way 
HOME PRAMSSENT WAVE KITS. 
| 
worth white. 


INVADES FIELD With large-space 
copy in women's magazines, a new 
home permanent wave kit, Rolwav, is 
being promoted in the fast-expanding 
market. (Story on Page |.) 


intense price war, as ads proclaim 
skidding prices, and as competition 
becomes increasingly sharper with 
more new vitamin brands coming 
on the market. 

Indicative of the high pressure 
promotion which vitamin manu- 
facturers are planning under the 
new price revisions is the cam- 
paign launched by Standard Brands 
this week for its Stan-B vitamin 
B complex, with large-space ads 
in about 45 dailies in the Midwest. 
Spot radio announcements are also 
being used. 

Standard Brands is making 
“free goods offers” to all druggists 
in the territory, good until April 
29. This includes a special com- 
bination deal costing the retailer 
$7.20, on which he makes approxi- 
mately 40% profit. 

Lever Bros. has just released 
a heavy magazine schedule for 
Vimms with copy carrying the 
bold caption, “Free 50-cent pack- 
age of Vimms when you buy the 
large size $2.25 value for $1.69.” 
Copy promises a “money-back 
guarantee included with each free 
trial combination at your druggist!” 


Donahue & Coe 
Sets Up Film 
Radio Unit 


New York, March 8.—With film 
companies making greater use of 
radio to supplement their publi- 
cation advertising, Donahue & Coe 
has set up a special unit within 
its radio department to give ex- 
clusive attention to radio promo- 
tion for its motion picture accounts. 

The agency has brought in new 
personnel to handle this business, 
the latest addition being A. Carl 
Kigrod, for the past five years 
director of creative radio for RKO. 
Other recent additions to the 
agency’s new film unit include 
Richard Nicholls, formerly radio 
director for Morse International; 
John Hugh, formerly with Kenyon 
& Eckhardt as_ writer-producer; 
Joe Lincoln, from Erwin, Wasey & 
Co., where he served as time buyer; 
Betty Barrett, previously spot time 
buyer with J. Walter Thompson 
Company; Latham Ovens, former 
script writer with WLW, Cincin- 
nati; and Bob Monroe, free-lance 
radio producer. 

The agency’s motion picture 
accounts are Metro - Goldwyn - 
Mayer, Republic Pictures, and Sam 
Goldwyn. Recently RKO set a 
precedent for the film industry by 
buying its first national network 
program. 


Hufnagel to JWT 


Matthew Hufnagel, formerly 
with Batten, Barton, Durstine & 
Osborn, New York, has joined J. 
Walter Thompson Company as 
head of the outdoor department. 


Advertising Age, March 13, 1 


Readership of 
‘Boom Town’ Dail, 
Is Analyzed 


New York, March 9.—The firy 
examination by the Continuing 
Study of Newspaper Reading of 
newspaper in a war “boom to 
as well as the first study of 
newspaper since the 23% redy 
tion in newsprint went into effeg 
has just been completed by th 
Advertising Research Foundatio, 
The study was made of the Jg 
13 issue of the Press, Mobile, Ala, 

The Press was selected for ey. 
amination because of the Found. 
tion’s desire to collect readership 
data in a greatly expanded wy 
center. According to figures re. 
leased by the U. S. Census Bureay 
based on the registration for Wy 
Ration Book No. 2, Mobile has hag 
the largest percentage  increag 
(53.4%) since 1940 of any city ip 
the U. S. 

The readership of the Mobil 
Press varied litttle from othe 
cities of comparable size. Ther 
were, however, notable exception 
in the readership levels obtained 
by society, sports and radio news 
the report said. Society and sport 
readership are below normal. Tha 
Press, to conserve newsprint, haf 
cut these two departments to4 
bare minimum. The sports sectigy 
consisted of three columns and thé 
radio news was limited to progranyii™ 
listings. 


Readership Maintained 


The Mobile Press, according tj 
the Foundation, proves an inter 
esting example of not only hoy 
newspapers have been forced 
devise various ways of making thé 
most of restricted newsprint, bi 
of how people read “rationed 
newspapers. The issue studied 
the Foundation contained 72% adg 
vertising, but the shortage of edi 
torial content did not adversely 
affect readership. Women were@ 
selective as usual and as _ usual 
shied away from war stories # 
pick out local interest items. 0 
the ten best-read news stories for 
women the majority were local in 
character. 

A waste fat campaign ad of 2% 
lines—rating 34% with men ani 
45% with women—took top read 
ership honors with both men ani 
women. Half of the ad was de 
voted to a cut of Bob Hope, whose 
byline appeared directly beneath 
the cut. Copy gave Hope’s reasons 
for saving waste kitchen fats. 

Second best for men (22%) was}| 
the 1386-line ad of the Life Insur- 
ance Companies of America. This 
same ad tied for second place for 
women (26%) with the Wheaties 
cartoon-type ad (126 lines). Other 
national ads which did well per 
centagewise were: Maxwell Hous 
coffee, Republic Aviation r 
Lifebuoy soap. 
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Burns 
demobil 


South, | 


Appoints Surety 
Worthington Fifth Avenue, New 
York, maker of fine leather novel- I 
ties, has named Surety Advertis- ] 
ing Company, New York, to handle 
its account. Newspapers and bus- 

ness papers will be used in beh 
of its new product, Foto-Miro. { 
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The Magazine 
Outlaw 


This is a chain gang as it was pictured in True 
Detective. This is not a pre-Civil War scene. 
Only until recently, this was the way prisoners 
of a great state government were forced to 
expiate their crimes. Robert Elliot Burns still 
bears the marks of such a chain gang. 


ries for 
local in 


| of 296 
en ant 


‘a. This Burns was a machine-gunner in World War I; courareous and popular with his comrades. After hard labor on the chain gang. Burns did the human thing when opportunity offered. He escaped. 
lace forf demobilization, he looked up his old job in Brooklyn without success. He hitch-hiked to the warm Reaching Chicago, he became a successful publisher in 7 years; then, by a friend he trusted, he was 
Vheaties§ South, fell in with jobless, hungry companions who held up a grocery store. They got $5.80 and “turned in’ to two Georgia prison officials in Chicago who promised him a pardon if he would return 
Other 
There is a new Governor in the State of Georgia. 
Like the people who elected him, he does not believe in chain gangs. 
ie Let him tell you in the words he used to the Georgia voters: ‘“There is 
r novel no room in the modern State of Georgia for medieval prison practices. 
is- 
oyandle If I become Governor of this state, we will correct such abuses:’ > 
n behalf That was a cardinal plank in his platform. And that plank was put | dint... 
Miro. there by the power of True Detective and Master Detective to rouse a voluntarily. He was double-crossed; sent back to the chain gang. After 14 months of torture, he 
—— tion’ Th. din fh we d ° ld h escaped a second time and, while a hunted fugitive, appealed to Editor John Shuttleworth who 
= —_ 8 scorn. e crusa g story of how that was done 1s to ere gave his tragic story to the nation in True Detective. This created a nationwide storm of protest 
in picture and caption. in both 


The more-than-a-million readers of these great magazines are key 
P citizens in their communities. They believe crime must be punished. 
res But they also believe that chain gangs have no place in modern penal 
practice—that the case of Robert Elliot Burns, fugitive from a Georgia 
chain gang stands, and will forever remain, a beacon light proclaiming 


L | what a state should NOT do if its penal system is to justify its existence. 
* * * 
VIE The influence of such magazines with such an audience can’t help but | 
| be as effective for advertised brands. It is an influence that works True Detective and Master Detective, Burns resisted repeated attempts to extradite him; is today a 
. lirect . li . . happy husband and father, a successful business man in New Jersey. Now, 22 years after, a liberal 

‘ ~ only with effect on the 2 te audience but with hae Gacanes ahaa Georgia affairs and on the lessons of the + Ane Case, the aie has reformed its 

ful indirect effect on the millions this audience counts as friend. entire penal system. Above is Tattnall, Georgia’s new, modern state prison, one of the finest of its kind. 
1, M 
List ACFADDEN TRUE DETECTIVE | 
Pant MASTER DETECTIVE 


E MEASURE OF ANY MAGAZINE'S WORTH IS ITS HOLD ON ITS READERS AND ITS VALUE TO SOCIETY 


* 
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Army Texts Help 
Soldiers Prepare 
for Postwar Jobs 


Washington, D. C., March 8.— | f 
ness opportunity courses, 


Members of the armed forces will 
be offered a series of at least 21 
realistic books on the operation of 
small retail business under a pro- 
gram sponsored by the War De- 
partment in cooperation with the 
Department of Commerce. The 
series is part of a continuing Army 


to prepare themselves for future 
civilian pursuits. 

Designed as textbooks, the series 
will become available to troops 
through the Armed Forces Insti- 
tute which conducts correspond- 
ence and self-teaching courses for 
nearly a half million men in all 
parts of the world. 

The new books on the operation 
of retail businesses represent an 
extension of the institute’s busi- 
which 
already include advertising, busi- 
ness administration and many 
other subjects. 


Offers 350 Courses 


Armed Forces Institute was set 
up in April, 1942, in conjunction 
with the University of Wisconsin 


program to enable men in service | to offer correspondence courses to 


the rapidly expanding Army. Since 
then, it has signed contracts with 
82 American colleges and universi- 
ties, until now it is able to offer 
nearly 350 courses both for off- 
duty classes on the post, and for 
correspondence. 

Open to all members of the 
armed forces, regardless of educa- 
tional background, it is currently 
enrolling new students at a rate 
of 10,000 a month. Enrollment fee 
for USAFI courses is a single fee 
of $2, with the government paying 
half the cost for courses given 
through extension services of pri- 
vate colleges. Textbooks and ma- 
terials are free. 

Already approved and scheduled 
for completion by April 1 in the 
new series of courses on the op- 
eration of small business are books 


on metal-working shops, saw- 
mills, painting and building con- 
tractors, electrical appliance stores, 
grocery stores, restaurants, dry 
cleaning, shoe repair, filling sta- 
tions and laundries. 


Program to Be Expanded 


The Department of Commerce 
expects to add to these, by No- 
vember, books on: hardware 
stores, heating and plumbing shops 
(including repairs), apparel stores, 
men’s and women’s wear, auto re- 
pair shops, beauty parlors, way- 
side stands, real estate and insur- 
ance business. 

-As each book is written, the De- 
partment of Commerce is submit- 
ting it to interested trade associa- 
tions, business men and business 
publications for suggestions. For 


RECORD RAILWAY YEAR! 


Build Now in 
This Basic Market 


HE railways have betier prospects of obtaining new 

4 equipment, materials and supplies during 1944 than 
in any other year since the war began. These prospects 
have been enhanced by several important factors in- 


cluding: 


(1) The general easing of critical materials; 


(2) the assurance of greater allocations for locomotives, 
cars and new rail; (3) the restoration of the privilege of 
amortizing equipment and facility costs for tax pur- 
poses; (4) the large amount of money that has been 


reserved from net income; 


(5) a better general realiza- 


tion of the immediate need for equipment and material; 
(6) closer co-operation among the War Production 
Board, the Office of Defense Transportation and the 
Association of American Railroads; and, (7) new pro- 
cedures designed to expedite the handling of applica- 
tions for authority to carry out improvements. 


These factors are discussed in a booklet entitled “What 
Railroads Will Buy in 1944”, copies of which may be 
obtained as long as the supply lasts. 


d 


Railway 


The time is right to build a strong sales position in the 
railway industry. Those firms that maintain their rail- 
way contacts during this crucial war period will be in 
the best position to win a strong competitive standing in 
the post-war era. Your direct routes of sales approach 
to the railway market are the four Simmons-Boardman 
railway publications. 


These publications command confidence and recognition 
among railway men as the main centers of technical and 


business news of the industry. 


One or more will meet 


your railway selling needs, for they enable you to sclect 
and reach the particular railway men who are important 


to you. 


Each publication serves one of the several 


branches of railway activity and cach one has a special- 
ized audience of key railway men. 


Simmons-Beardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 
Terminal Tower, Cleveland 13 


National Press Bldg., 
Washington 4, D. C. 
530 W. 6th St., Los Angeles 14 


300 Montgomery St., 
San Francisco 4 
1038 Henry Bldg., Seattle 1 


WORK WANTED — John Inglis Co, 
one of Canada's largest manufacturing 
concerns, ran this copy in Fortune and 
Newsweek, in which it seeks additional 
lines of machinery, equipment and ap. 
pliances from U. S. manufacturers. J, J, 
Gibbons, Ltd., Toronto, is the agency. 


the most part the books will be 
written by members of the staff 
of the Bureau of Foreign and Do- 
mestic Commerce, working under 
Raymond Reeves, formerly West 
Coast business consultant for the 
bureau. 

Part of a continuing service by 
the Army, and not designed as a 
postwar project, the books will be 
textbook matter throughout, writ- 
ten in a serious, but friendly man- 
ner. They are to contain 20 hours 
of classroom work each, with 20% 
to 30% of the matter devoted to 
a discussion of the question, Should 
a man go into business for him- 
self? —and how should he go 
about it? The remainder of the 
book will be devoted to sound 
practices for operating the busi- 
ness. 

Additional books in the series 
may be adopted from time to time. 
A general book on small store op- 
eration is under consideration, as 
well as textbooks on operation of 
drug, variety and general mer- 
chandise stores. Plans for books 
on bakeries, tire shops and com- 
mercial photography were rejected 
by the War Department. 


Breen to Capital 


J. Robert Breen, for the past 31 
years on the news staff of Fair- 
child Publications, and for the 
past eight years managing editor 
of the Daily News Record, New 
York, will relinquish the latter 
post May 1 to join the company’s 
Washington news bureau. MIs. 
Bernice Breen, formerly a member 
of the Fairchild Publications’ news 
staff in New York, will also join 
its Washington news bureau May 1. 


A RADIO SET MINUS 
ONE TUBE MIGHT 
WORK .....- 


Cut you cannot cover the whole 


TAMPA—ST, PETERSBURG 


market unless you use the newspapers 
of St. Pete. 


TAMPA—ST, PETERSBURG 


is one urban market area made up of 
two cities which are separated only 
by Tampa Bay. This market delivers 
the second largest retail volume 
the state of Florida. 


St. Pete. is responsible for about 40% 
of this volume. But the people of St. 
Pete. buy less than 400 copies of 
Tampa newspapers daily. They buy 
nearly 40,000 St. Pete. papers. 


Use St. Petersburg newspapers and— 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA—ST. PETE. 


ST PETERSBURG NEWSPAPERS SERVIC! 


Represented 
THEIS & SIMPSON 


JACKSONVILLE FLA 
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Nor ALL CHICAGO'S FIVE 
CARRY ALL THE FEATURES 


FOUND IN THIS ONE... 
N 


Cutcaco supports five major newspapers, each diverting and amusing its 
readers with columns of colorful features—gossip, comment, comics, puzzles, word games, bridge problems, legal help, general 
information, specialties for women, etc. A full feature fare of interest and entertainment . . . Yet, Philadelphians visiting 
Chicago would be obliged to read all five Chicago papers to enjoy but 36 of the 46 standard features appearing regularly 
in the hometown Inquirer. For example, of 12 columnists and commentators writing for The Inquirer, only 9 are found in 
all five Chicago papers . . . of The Inquirer’s even dozen game and puzzle features, only 6 see the light of Chicago . . . of 5 
specialties appealing to Inquirer women readers, 1 is missing from Chicago newspapers . . . And, of course, The Inquirer’s 
own standout staples—the observations of John M. Cummings, famous Washington Background column, war dispatches of “Cy” 


Peterman, Paul W. Ramsay—appear nowhere but in The Inquirer, engross no other newspaper readers but Inquirer readers . . . 


‘Tue Inquirer's emphasis on features—plus full coverage of local and national affaire—makes The Inquirer the 
most influential newspaper in Philadelphia, gets it read thoroughly by most Philadelphians with money to spend. And when 
these best spenders enjoy such top-role columnists and commentators as Lippmann, Pegler, Mark Sullivan, Leon Pearson, 
Mallon, Sokolsky, Major Eliot, Steinbeck, Winchell, Danton Walker, Louella Parsons, and Grant Rice . . . laugh at fifteen 


big-time comics from Popeye to Orphan Annie . . . cerebrate over a dozen puzzle and problem features —_--<~4, ‘eS i | 


. . » follow Dr. Barton on health . . . learn from Emily Post, Patricia Lindsay, Ida Jean —s a 


3 
\ \ ( 


Kain, and Mrs. Alexander George — there’s small wonder The Inquirer spotlights buying 
attention on its advertising sections, earns a response needed to make The Inquirer the 
best-paying medium in Philadelphia. Only a medium that pays off in response to compelled 


attention pays off in the kind of coin advertisers understand ... and Media Records ratifies! * a 


The Philadelphia 


NATIONAL ADVERTISING REPRESENTATIVES 
Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis + Keene Fitzpatrick, San Francisco 
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Advertising fo 
Be Weighed in 
Free Press Study 


Time, Inc., Supplies 
Funds for Extensive 
Work of Commission 


Chicago, March 8.—Advertising 
and itS relation to the press will 
be an important phase of the two- 
year study into the status of the 
freedom of the press in the United 
States, to be conducted by a com- 
mission headed by Robert M. 
Hutchins, president of the Univer- 
sity of Chicago. 

Purpose of the commission is to 
inquire into the nature, duties and 
responsibilities of the press in 
America, the word “press” being 
used in its broadest sense to 
include not only everything that 


is printed but also the radio, 
the newsreel and the documentary 
film. In this connection, it was in- 
dicated, advertising will be studied 
in the light of any possible in- 
fringement upon a free press, as 
well as contributions toward its 
maintenance. 

“The commission plans to ex- 
amine areas and _ circumstances 
under which the press in the 
United States is succeeding or fail- 
ing,” said Dr. Hutchins, “to dis- 
cover where free expression is or 
is not limited, whether by govern- 
mental censorship, pressures of 
readers or advertisers, the unwis- 
dom of its own proprietors or the 
timidity of its managers.” 


Consider Entire Fields 


He declared that the commission 
will consider the press and radio 
in their wholeness—news and ad- 
vertising, including editorial ex- 
pression, columnists, departments 
and features. 

“The commission will not be a 
merely deliberative body,” Dr. 
Hutchins said. “We hope the im- 
portance of its task will be so 
apparent that newspaper publish- 
ers and editors will be glad to 


appear befvure it to give testimony 
on their experiences in operating 
a free press. And we shall hope 
to hear not only from ivory tower 
editors, but also from reporters, 
desk men, research associates, ad- 
vertising and circulation directors 
—and readers.” 

The inquiry, he said, “was made 
possible by a grant of funds by 
Time, Inc., publisher of Time, Life 
and Fortune.” Time, Inc., he 
stressed, would have no connec- 
tion with the commission, on which 
the working press is not repre- 
sented. The funds will be admin- 
istered by the university, but it 
has no jurisdiction over the com- 
mission. Time, Inc., has appro- 
priated a definite sum to cover the 
cost of the study, but declined to 
make the amount public. 


Director Already Appointed 


Headquarters and a permanent 
research staff will be maintained 
in New York City. A full-time, 
paid executive director has been 
appointed, but his name will not 
be announced until after a meeting 
of the commission March 21-22 in 
New York. 

Just how the decision to make 


does it-in Philadelphia 


Philadelphia is the third largest market in the U. S. One news- 
paper very economically covers that market. It has a circulation 
in excess of 600,000 — goes into 4 out of 5 homes daily. It is 
the leading newspaper in Philadelphia — has been the leader 
for 39 consecutive years. It has the largest evening newspaper 


circulation in America. One newspaper — and that newspaper 
is The Evening Bulletin. 


In Philadelphia—nearly everybody reads The Bulletin 


such a survey was evolved, even 
the principals cannot say, but the 
seeds were planted at a meeting 
of the board of the Encyclopedia 
Brittanica, members of which in- 
clude Dr. Hutchins and Henry R. 
Luce, editor-in-chief of all publi- 
cations of Time, Inc. There was 
a conversation regarding freedom 
of the press. Questions arose such 
as “Is the free press fulfilling its 
functions? Is it in danger of 
abridgement? If so, by whom?” 

Then on last Dec. 15 a meeting 
was held in New York, attended 
substantially by those men subse- 
quently named to the commission. 
A temporary executive committee 
was appointed to explore the pos- 
sibilities and to draw up plans for 
the survey. On the committee 
were Beardsley Ruml, chairman of 
the Federal Reserve Bank of New 
York; Reinhold Neibuhr, professor 
at the Union Theological Semi- 
nary; and Harold D.-: Lasswell, 
Library of Congress. 


Permanent Committee Set 


On Feb. 2 in New York the 
present permanent committee was 
formed. Members, besides Dr. 
Hutchins, Mr. Ruml, Mr. Neibuhr 
and Mr. Lasswell, include: 

Zechariah Chafee Jr., professor 
of law, Harvard University; John 
M. Clark, professor of economics, 
Columbia University; John Dick- 
inson, general counsel, Pennsyl- 
vania Railroad; William E. Hock- 
ing, professor of philosophy, Har- 
vard University; Robert D. Leigh, 
director of the foreign broad- 
cast intelligence service of the 
Federal Communications Commis- 
sion; Archibald MacLeish, Li- 
brarian of Congress; Charles E. 
Merriam, professor of political 
science, University of Chicago; 
Robert Redfield, dean of the Divi- 
sion of Social Sciences, University 
of Chicago; Arthur M. Schlesinger, 
professor of history, Harvard Uni- 
versity, and George N. Shuster, 
president of Hunter College. 

Serving as foreign advisers will 
be Hu Shih, former Chinese am- 
bassador to the United States; 
Jacques Maritain, president of the 
Ecole Libre des Hautes Etudes; 
John Grierson, government film 
commissioner of Canada; and Kurt 
Riezler, professor of philosophy, 
New York School for Social Re- 
search, 


Ralph McGraw Takes 
‘Modern Industry’ Post 


Ralph O. McGraw, for the past 
10 years editor of Industrial Mar- 
keting, has been 
appointed west- 
ern advertising 
manager of 
Modern Indts- 
try, with head- 
quarters at 20 
N. Wacker Dr., 
Chicago. 

Mr. McGraw 
has had wide 
experience in 
industrial mar- 
keting and ad- 
vertising. Prior 
to joining Industrial Marketing, he 
was advertising manager of Whit- 
man & Barnes, Detroit, manufac- 
turer of metal cutting tools, and 
previously had been vice-president 
of Sterling Products Company and 
had done special sales promotion 
work for H. Channon Company, 
Chicago. Mr. McGraw has been 
active in the National Industrial 
Advertisers Association and has 
served as associate director of the 
Chicago Industrial Advertisers As- 
sociation. 


Ralph O. McGraw 


Eickelberg to Mutual 


William  LEickelberg, recently 
honorably discharged from the 
Marine Corps, in which he was a 
captain, has joined the New York 
sales staff of Mutual Broadcasting 
System as an account executive. 
Before joining the service, Mr. 
Eickelberg was sales manager of 
the Don Lee-Mutual network in 
Hollywood. 


Mintz to Admiral 

Seymour Mintz, formerly adver- 
tising manager of Electric House- 
hold Utilities Corporation, has 
been named director of advertis- 
ing and publicity of Admiral Cor- 
poration, Chicago. He succeeds 
Wally Aeverman, who has been 
named sales promotion manager of 
the company. 


BE SURE YOU GET 
COVERAGE 


WHERE ITS 
NEEDED MOST 


THE IMPORTANT PART 
OF ANY MARKET 
THE PRIMARY AREA, 


CINCINNATI IS NO 
EXCEPTION. 
COVER CINCINNATI 


FIRST BY USING THE 
STATION THAT REACHES 
LARGEST AUDIENCE 
AT LOWEST COST. 


WCPO 


INCINNATI'S NEWS STATION 


WINNING LAYOUT—Judges awarded 
the $100 cash prize for this layout in 
Eye*Catchers' competition, announced : 

in Advertising Age. a 


E*C Award 


Goes to Guenther 


New York, March 9.—J. 3. | i 
Guenther of The Branham Com- ia: 
pany, Chicago, this week was : 
awarded the $100 cash prize of- 
fered by Eye * Catchers, Inc., in its 
layout contest. 

The judging group decided that 
the layout submitted by Mr. Guen- 
ther was entitled to the award on 
the basis of a sound, practical ap- 
plication of illustration to copy, 
All contestants used the same 
illustration. 

Other hookups included in the 
layouts were: “Don’t Get Caught 
With Your Plants Down (indus- 
trial); “And You’ll Lose These 
Too, If Inflation Sets In”; “Are 
You Fully Covered?” (insurance); 
“Double Exposure Doesn’t Bother 
Me;” and “Stripped” (nuts and 


KGO 


MERCHANDISER 
1944 Version 


KGO announces a new staff 
member—one of the busiest 
in the station! He collects 
radio news of vital interest 
to drug accounts —and re- 
leases it every month to 
thousands of retail drug: 

ists, brokers and jobbers 
in the Bay Area. Druggists 
know and appreciate the 

ower of KGO advertis- 
ing —that’s why the “Drug 
News” is always welcome. 
You see, the San Francisco 
radio picture has changed! 


Call your Blue Spot Representative 
or write direct for details 


SAN FRANCISCO OAKLAND 


$10 K.C. * 7500 WATTS 
Blue Network Company, Inc. 
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What is a “hungry” speech?... Or 
when is a speech hungry? 


A stickler for NBC’s Information 


Department, interpreting and answering 
this youngster’s letter. 


Did he mean a news broadcast about a 
famine in India or China—or was this 
“juvenile jive,” meaning he considered 
some speech “strictly from hunger”? 


NEITHER. “Information” searched the 
files and found he wanted a speech about 
conditions in wartime Hungary. 


Whatever his reason may have been in 
asking, “Information” answered this letter 
as faithfully as it answers 100,000 other 
inquiries a year from college professors, 
housewives, lawyers, students, technicians. 


They all tune to the 


National Broadcasting Company 


It’s a National Habit 


Yes, everyone who writes to NBC gets 
an answer—whether his question is about 
broadcasting, Babe Ruth, Burmese or 
battleships. 


And what has all this got to do with ad- 
vertising on the radio? Precisely this. It 
builds good will—and good will for an 
advertising medium is good will for the 
products it advertises. 


Not a rapid way of reaching masses of 
people, writing letters. But NBC pains- 
takingly handles the “little things” in 
radio because they add up to making the 
“big things” more effective. 


* * * 


This faithful attention to details helps NBC 
retain its leadership, helps make NBC “the 
Network Most People Listen to Most.” 


A Service of Radio 
Corporation of America 
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Nelson Renounces 
Quota System as 
Reconversion Must’ 


Washington, D. C., March 8.—A 
gradual increase in civilian pro- 
duction, with nothing approaching 
broad reconversion until military 
demands are vastly reduced, was 
forecast today by WPB Chairman 
Donald M. Nelson in a letter to 
Sen. Francis Maloney of Connec- 


BOOKLET MAILED 
SXECUTIVES ON REQUEST 


LIAM B: 
dee 
CHICAGO WHITEHALL 7819 


ticut, in which Mr. Nelson set|son said the only way to assure 


forth important WPB decisions 
which will guide the transition of 
industry from war to peace. 

Here are some of Mr. Nelson’s 
observations: 

(1) During the coming months 
while the situation is critical, pro- 
duction of civilian goods must be 
scheduled in the same manner that 
WPB schedules war goods. 

(2) Manufacturers who are in 
non-critical manpower areas will 
not be expected to delay normal 
civilian production until other 
members of their industry are 
ready. 

(3) New producers must not be 
kept out of consumer goods fields 
indefinitely, but no materials 
should be released to new pro- 
ducers so long as materials are 
scarce and continue under allo- 
cation and limitation. 

(4) Availability of manpower, 
materials and components, as well 
as the wishes of the military, 
determine the extent to which 
civilian production can be ex- 
panded. 

Pointing out that there will be 
shortages essential civilian 
goods so long as military produc- 
tion continues in volume, Mr. Nel- 


production of repair and mainte- 
nance parts, supplies for service 
industries and important consumer 
goods is to schedule them in the 
same manner as military items, 
and without regard to the com- 
petitive situation. 

While this procedure is bound to 
produce hardships, Mr. Nelson 
said it would be “a physical im- 
possibility” to allow all manufac- 
turers in a single industry to re- 
sume production at the same time, 
although “it would certainly be 
convenient, as well as fair.” 


To Create New Board 


Mr. Nelson was apparently pre- 
paring the way for announcement 
of a new board to ease reconver- 
sion by exerting supervisory 
power over scheduling of con- 
sumer goods. Such a board, it is 
pointed out, would serve the dou- 
ble purpose of assuring maximum 
civilian output in the next few 
critical months, and later it would 
regulate orderly industrial demo- 
bilization by using schedules to 
accelerate civilian output and cur- 
tail military production at roughly 
similar rates. 

Creation of the board, under 


Design changes are as frequent in packaging as sunrises. * A lot of 


important men spend most of their time investigating new materials 
and packages to help them make the changes. And a lot of money buying 


wtainers, equipment. » War is a big cause—but change happens all the 


time. 


find vast orga 


ook behind your toothpaste tube, your cereal carton and you'll 
wus whose effort ¢> thought are largely devoted to 
packaging problems. + 


s this huge and 


important packaging market, made uff of many industries (food, 


drug, cosmetic, hardware, etc.) with a set of problems in common. In these 


industries, packaging ts not merely a function, it is the central core of 


activity. « As do all men with problems, executives in packaging indus- 


tries read a lot. They almost invariably read MODERN PACKAGING 


each month. And most leading suppliers utilize MODERN PACKAGING to 
give this responsive, responsible audience the facts and information they 


require. « We will be glad to help you explore the connections between 


the $4 billion market of packagers and your goods and services. 


MODERN PACKAGING MAGAZINE 


122 EAST 


42nd STREET 


NEW YORK 17, N. Y. 


Executive Vice-Chairman Charles 
E. Wilson, has been heralded for 
several weeks. It would be called 
the production planning and ad- 
justment committee, and would 
formulate top policy decisions for 
the approval of Mr. Nelson. 

In promising that reconversion 
would not be delayed to protect 
the competitive status of particu- 
lar producers, Mr. Nelson said the 
government cannot prevent such 
hardships, and that the controlling 
factor must be the interest of the 
public as a whole. 

“This policy may seem hard on 
the manufacturer in a critical 
area,” he wrote, “but it would be 
at least an equal hardship on the 
manufacturer in the non-critical 
area if he were prevented from 
resuming production.” 


Equal Production Seen 


How long military production 
would continue to tie up facilities 
of the nation’s industry remained 
anybody’s guess, but Mr. Nelson 
told visiting business and adver- 
tising executives this week that 
the production rate through the 
first six months of 1944 will at 
least match the record peak of 
December, 1943. After that, some 
decline may be expected, although 
plans will depend on unpredict- 
able events in Europe. 

The annual report of the Tru- 
man committee said this week that 
initial War Department contracts 
would be filled within 60 to 90 
days, and that the chief problem 
after that time would be replace- 
ments. -The committee argued 
against detailed government con- 
trol over industry, calling for im- 
mediate release of materials as 
they become available for use of 
manufacturers non-critical 
areas. 

Asserting that Congress never 
intended to control materials for 
civilian use, the committee par- 
ticularly warned against use of the 
quota system, where each member 
of an industry is assigned a fixed 


production rate based on pre 7 
output. While it may be accepaam 
able in a few cases where compl 
cated essential items are involveg 
the report said close control ovg@ 
production as surplus material 
accrue “would do more harm thag 
good.” 


Quotas Not Dropped 


While Mr. Nelson in effect 
nounced the quota system as@# 
“must” in reconversion, his lette 
indicated that quotas would be ag 
signed to established manufactum 
ers whenever possible. ‘“Whem 
this can soundly be done, I am 
favor of it,’”’ he wrote, adding tha 
“it is a problem requiring indi 
vidual consideration of and by 
each industry involved.” Discuge 
sions along these lines have acti 
ally been taking place during the 
past two months at industry a 
visory committee meetings. 

Although the government must 
not intentionally discourage new 
competition, he said, restrictions 
on new companies which want 
enter a field will undoubtedly beg 
needed. So long as wartime con- 
trols are retained he said, ma. 
terials and components should not 
be allocated new firms until firms 
already established in the affected 
industries, and which are in a 
position to resume _ production 
have received their just allocation, 

While controls should be re. 
laxed whenever they cease to be 
necessary, Mr. Nelson said, the 
need will continue because even 
in the case of material in good 
supply today when controls are 
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relaxed, shortages are likely to 
develop. ome__ 
Two Join F&S&R 

John Barnetson, formerly 
Ward Wheelock Company and 
Kenyon & Eckhardt, has joined theAddress__ 
creative staff of Fuller & Smith 
& Ross, New York. Elizabeth. d! 
Simpson has resigned from Foote 9"¢ 
Cone & Belding to join F&S&R as 
manager of its traffic 


Chamber of Commerce figures 


employed persons’ 
are women 


(In 1940 it was one-fourth) ss 


San Diego continues 
lead all cities of over 


Retail sales in San Diego for 
February 1944 are estimated 
at $21,750,000 (Sales Man- 
agement forecast). Millions 
are being spent monthly to 
satisfy the daily needs of this 
vast army of employed 
women. Reach this respon- 
sive market with one best 
“buy”, the San Diego Union 
and Evening Tribune-Sun. 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 
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Wew York Chicago © Denver Seattle 


500,000 population in 


sales expectancies --- 
City Index 139.3 - Feb. '44. S.M. 
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dvertising Age: Please enter my 
ubscription for one year and send me a bill for $2.00. 
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N Thursday, February 24, 1944, Dan 
Rennick, Editorial Director of DRUG 
TOPICS, got the thrill of a lifetime. In- 

vited to call upon the executive head of one of the 
largest volume advertising agencies in the country, 
Rennick expected to be queried on current drug 
trade trends or questioned as to market facts. 


Instead, Rennick was asked to listen—not to talk. 


To him was shown a plan for an advanced sort of 
advertising agency trade promotion division —a 
department daring and brilliant in its conception. 
To him was introduced the recently employed 
trade promotion authority who is to head up this 
new department—a man whose conversation 
Proved in five minutes that his familiarity with 
the tools of merchandising is complete. Care- 
fully, 2 new kind of trade research, which this 
agency will hereafter employ was described. 


Said the agency executive explaining the plan, 
fe We have shown you this new set-up, Mr. Ren- 

mick, for two reasons. First, we wish you to know 
About it so that you can cooperate with it, and sec- 


can boost the 
“effectiveness of fine 
copy by 


ond, we feel that you are entitled to know about 
it since a claim being made in DRUG TOPICS 


advertising is responsible for its creation. 


“This claim—your unqualified statement that 
sound copy in a sound trade paper can increase the 
effectiveness of consumer advertising by 5 %— 
10 %o—25 Yo—seemed to us to demand investi- 
gation. 


“We have investigated and have been convinced 
that your premise is based on fact. Our evidence 
proves the sales-making effectiveness of the re- 
tailer and clearly shows that he can be influenced 
by good copy in a good trade paper to use his 
power in the advertiser’s behalf. 


“In the light of the figures we have compiled we 
felt that we had to act—and we have acted. 


“We are confident that the substantial money we 
are investing in trade promotion brains is going to 


330 WEST 42nd STREET + 


show plump dividends in the form of increased 
dollar returns from the consumer advertising we 
place. In turn, we are confident that mproved 
advertising effectiveness must mean increased 
advertising billing and revenue for us.” 


DRUG TOPICS’ claim that first class trade pro- 
motion can increase the effectiveness of consumer 
advertising by 5 %—10%—25 % is either fact or 
promotional bunkum. We think that you will 
agree that it is mighty important to you, as an 
advertising agency executive, to know whether 
it’s truth or pure pap. 


To help you decide we will be delighted to place 
at your disposal all of the evidence which we have 
gathered to support our claim. Or, if you wish to 
conduct your own investigation, we will, with 
equal enthusiasm, help you to uncover needed 
facts. 


. NEW YORK CITY 18 
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Issues Rate Card 


The Philadelphia Evening Bulle- 
tin has issued general display rate 
card No. 8, effective May 1 on all 
billing including those accounts 
presently covered by contracts. 
Based on January circulation, the 
new revised milline rate is $1.31. 


Two Appoint Grey 

Grey Advertising Agency has 
been named to handle the accounts 
of Jean Vivaudou Company, New 
York, cosmetic and perfume man- 
ufacturer, and House Beautiful. 


Glass Advanced 


John H. Glass, with the retail 
department of the New York News 
since 1921 and local advertising 
manager since May, 1942, has been 
named retail advertising manager. 


Rejoins ‘True Story’ 

William M. DeVitalis has been 
named Detroit advertising man- 
ager of True Story. From 1924 to 
1934 he was eastern advertising 
manager of True Story, and more 
recently was eastern advertising 
manager of Liberty. 


Joins Englander 


Richard W. Girvin, formerly 
vice-president, sales division of 
Willmark Service System, Inc., has 
been named coordinator of post- 
war advertising and sales promo- 
tion for the Englander Company, 
Brooklyn, N. Y., division of Su- 
perior Felt & Bedding Company. 


Names St. Georges 

Keuffel & Esser Company, Ho- 
boken, N. J., has appointed St. 
Georges & Keyes, Inc., New York, 
to handle its advertising. 


Boylan to ‘Parade’ 


Lee Boylan, formerly with the 
Detroit and Chicago offices of Col- 
lier’s, has been appointed to the 
Detroit advertising staff of Parade. 
Alfred J. Boaz has been trans- 
ferred from Parade’s Detroit office 
to Chicago. 


Leona Account to Cairns 


Leona Undergarment Company, 
maker of Skinner’s slips and 
gowns, has appointed John A. 
Cairns & Co., New York, as its 
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Heinz Takes Over 
Advertising of 
Sun-Maid Raisins 


Fresno, Cal., March 7.—To make 
the advertising an even more ef- 
fective sales tool, H. J. Heinz Com- 
pany has taken over consumer and 
trade advertising of Sun-Maigd 
raisins, it was revealed this week. 

Under the agreement, Heinz, 
which was appointed sole distribu- 


agency. 


HAMMER 


HAMMER, 


Branch 


EASTERN SALES OFFICE: 220 E. 42nd Street, New York 17, N. 


A CLEAR CHANNEL STATION 


CHICAGO 11 


50,000 WATTS 


Y.ePAUL H. RAYMER CO., Los Angeles 14, Cal.; San Francisco, Cal. 


ILLINOIS 


720 KILOCYCLES 


MUTUAL BROADCASTING SYSTEM 


tor in October, 1942, will originate 
and carry out the advertising and 
merchandising programs, includ- 
ing preparation and placing of copy 
and distribution of sales promotion 
material. The Sun-Maid Raisin 
Growers Association will retain 
supervision over general adver- 
tising policies and will set the an- 
nual budget. 

William N. Keeler, general man- 
ager of the West Coast coopera- 
tive, said Heinz will thus be able 
to keep Sun-Maid advertising 
more closely related in timing, 
subject matter and media to the 
activities and requirements of the 
Heinz sales force. 

Maxon, Inc., which handles the 
Heinz account will take over the 
Sun-Maid advertising. 


Brisacher Adds Accounts 


Brisacher, Van Norden & Staff, 
San Francisco, has been named to 
handle the accounts of the Empire 
Construction Company; frozen 
foods division of Kelley Clarke 
Company; the Emporium (radio) 
and Pik Nik Products Company, 
all of San Francisco; Marshall 
Steel Company, Oakland; and Listo 
Pencil Corporation, Alameda. 


Two Join Walker Co. 


C. Otis Rawalt, formerly sales 
manager of the New York office 
of Burn-Smith Company, and 
Frederic E. Lake, formerly asso- 
ciated with the same company, 
have joined the Walker Company, 
radio station representative, as 
general partners in the New York 
office. 


| 

Youth Helping Businesses | 
On Their Way 


pic 


When the motion picture industry 
began a hundred years ago... 
yes, you read that right the first 
time . . . the movie machine was 
a slotted barrel which you could 
spin. The film was a strip of 
paper a yard long... silly sym- 
phonies in color. It was a toy for 
Youth. They grabbed it with 
both hands. 


Edison made that slotted barrel a 
chopper. He made the strip of 
celluloid, fifty yards long. He put 
it in a magic lantern. Bingo! 
The motion picture machine ! 


Youth accepted motion pictures 
wholeheartedly, just as it had ac- 
cepted everything that paved the 
way. That is the history of al- 
most every billion dollar industry. 
Youth said “yes.” 


1,500,000 of America’s leadership 
Youth are within your reach right 
now, through the pages of their 
own favorite magazines. The 
page rate is only $5600. Before 
you dismiss this little message 
and forget Youth, ask yourself 
only one question . .. can you 
afford to have the Youth of today 
forget you? 


THE 


GROUP 


1 E. 42nd St., New York City 


American Girl— Life—Open Road for Boys 
Young America—Young Catholic Messenger. 


In 
St maga: 
he hewss 


2 2 ‘ “And this is our Chicago branch—of course they’ve been expanding since we started advertising on WGN!” a 


‘+ .In my opinion, it is the 
St magazine of its type on 
he newsstands today ." 


E. R. Palmer 
BENDIX AVIATION CORP. 


is not turned on and off like a water tap 
«++ News of national affairs is exactly as 
permanent as the nation itself —it never 
stops flowing... Today national affairs 
are affected by war; tomorrow they will 
be affected by reconstruction and a hun- 
dred other peacetime requirements. -. 
Whether the affairs of the nation become 
more complex or less complex they will 
be all-important to important people. 
Knowing tomorrow’s trends today is like 


having a road map of an unexplored area... 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


* 
Daniel W. Ashley, ‘ 
Vice President in charge of Advertising ce, 


VEWS OF NATIONAL AFFAIRS—more than ever important in the periods that lie ahead 
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ABP Advertising Awards 


The annual awards for the best 
use of business paper advertising 
offered by the Associated Business 
Papers, Inc., were presented at a 
meeting of the Chicago Business 
Papers Association and the Chi- 
cago Federated Advertising Club 
last week, and again emphasized 
the broad scope of business paper 
advertising and the effective part 
it is playing in the wartime effort. 

While the role of industrial 
advertising in disseminating infor- 
mation vital to the war industries 
has been frequently stressed, not 
nearly enough attention has been 
paid to the important function 
which trade advertising, addressed 
to merchants and distributors, per- 
forms in keeping retailers and 
their customers advised regarding 
shortages, substitutions and chang- 
ing conditions of supply. 

The award for the best industrial 
advertising campaign of the year 
went to the B. F. Goodrich Com- 
pany, whose work in that field is 
well known, while the principal 
award for trade publication adver- 
tising in 1943 was won by the 
International Cellucotton Prod- 
ucts Company. 

In explaining the purposes and 
functions of business paper adver- 
tising in wartime, J. F. Eads, of 
International Cellucotton, stressed 
the fact that with reduced supplies 
of its products available, the com- 
pany has found it highly important 
to keep the trade informed of the 


situation. In addition, with fewer 
salesmen available to call on re- 
tailers, advertising in trade pub- 
lications in the drug, dry goods, 
variety and general merchandise 
fields has circulated quickly the 
important messages which the 
company finds it necessary to get 
before the merchants handling its 
products. 

Because of the shortage of 
Kleenex, and the inability of the 
company to keep all outlets sup- 
plied all the time, Mr. Eads said, 
some retail salespeople have been 
known to tell customers that the 
product is no longer on the mar- 
ket. Obviously correcting misap- 
prehensions of that kind is a highly 
important function of business 
paper advertising at this time. An 
important corollary, of course, is 
that as consumer goods which 
have been off the market again 
become available, letting the trade 
know this good news should be 
one of the most important services 
that business papers can render. 

The ABP awards, in our opinion, 
should be extremely useful not 
only in recognizing the excellent 
industrial advertising which is 
being carried on, but particularly 
in stressing the numerous useful 
ways in which national advertisers 
are using business publications to 
improve trade relations and ease 
difficult situations under the stress 
of wartime emergencies. 


Increasing Bread Consumption 


One of the most interesting de- 
velopments in wartime merchan- 
dising has been the increase in 
the consumption of bread by the 
domestic population. This is in 
addition to the great increases in 
production made necessary by the 
needs of the armed forces and the 
populations of countries which 
have been occupied by the allied 
nations, and which will have to 
be fed until they are once more 
able to raise their own food crops. 

Most of the leading authorities 
on flour and bread merchandising 
believe that the enrichment of 
flour has had much to do with the 
increase in consumption here at 
home. Improved economic condi- 
tions are not nearly so much a 
factor as in the case of such prod- 
ucts as meat, where consumption 
tends to rise and fall with the 
variation in the purchasing power 
of consumers. Bread is cheap and 
plentiful, and even under condi- 
tions of economic stress is a staple 


in the diet of the American people. 

However, when it is noted that 
enrichment has made bread seem 
more attractive to the consumer, 
and that 80% of the family flour 
now being sold is enriched, one 
naturally wonders why the entire 
industry has not adopted this 
effective merchandising aid. Aside 
from the greater values in nutri- 
tion which this plan assures, the 
industry has an obvious means of 
increasing consumption and sales 
which is too effective to be disre- 


garded. 
Unfortunately, in the lack of a 
national WFA order’ making 


enrichment mandatory, individual 
states are now adopting or consid- 
ering legislation requiring enrich- 
ment, and if lack of uniformity 
develops in these laws, as is prob- 
able, the milling industry will be 
confronted with a real problem. 
A nationally uniform program on 
this subject might well be initiated 
by the industry itself. 


—Lever Bros. 


_"Y-e-s! . . . | use Lifebuoy for 'B. O.'! . . . Do you?” 


New Calendar? 

The World Calendar Associa- 
tion, which advocates a new di- 
vision of the year into equal quar- 
ters of 3 months or 13 weeks or 91 


= THE WORLD CALENDAR ASSOCIATION, INC 


Give to the Red Cross War Fund 


days each, last week used its first 
paid advertising—1,500 lines in the 
Chicago Tribune and New York 
Herald Tribune, with additional 
advertising scheduled for Army 
camp publications, through Fisher 
Advertising Service, New York. 
Under the Association’s calendar, 
every date would always fall on 
the same day of the week, each 
quarter would start on Sunday 
and end on Saturday, and each 
month would have 26 working 
days, plus Sundays. 


Double-Purpose Ads 

More and more advertisers are 
taking to collecting their public- 
service or public relations adver- 
tising into brochures for additional 
distribution and additional value. 
Within the past week two such 
brochures have come to our atten- 
tion—one developed by J. I. Case 
Company, farm machinery manu- 
facturer, reproducing its series on 
the importance of farm machinery 
and the American enterprise sys- 
tem, and the other an effective and 
attractive series published in local 
newspapers by the Troy, N. Y., 
Savings Bank, in which the “great 
American privileges” are pre- 
sented against a background 
closely identified with Troy. 
Paper Saving 

Howard Korman of McCann- 
Erickson, who is president of the 
Direct Mail Advertising Associa- 
tion, heard some one, looking at 
the heap of paper around the 
waste basket in the Chappaqua, 
N. Y., post office, say: “You'd 
never think there was a paper 


shortage to look at that junk.” 


The 
lauded the publisher of “A Tree 
Grows in Brooklyn” because the 
flyleaf carries the notation: “This 
book has been printed in compli- 
ance with the government regula- 


same week some friends 


tions for the conservation of 
paper.” So Mr. Korman wrote a 
letter to members of the DMAA, 
suggesting that it would be sound 
and reasonable public relations to 
imprint on each piece of direct 
mail a statement like this: “This 
folder has been created and 
printed in compliance with the 
government’s wishes for the con- 
servation of paper.” 

It’s a good idea. Let’s hope 
everyone follows the suggestion, 
provided, of course, that a real 
effort is made to save paper. 
What Retailers Think 

Retailing Home _ Furnishings 
asked 200 buyers recently what 
they think of wartime advertising 
of appliance manufacturers; found 
that: (1) 75% think volume of 
this type of advertising has 
dropped since the war began; (2) 
G-E advertising has made the 
deepest impression, 81% picking 
it, while 66% said Kelvinator, and 
64% picked Westinghouse and 
Frigidaire; (3) only 10% feel such 
advertising helps retailers now, 
and few are sure that it will help 
them postwar; (4) 35% of retail- 
ers think the how - to - care - for - 
appliances - and - make - them - 
last - longer theme is most effec- 
tive, 30% like the buy-war-bonds- 
now - for - postwar - appliances 
theme, 15% like nutrition themes, 
15% like what-we-are-doing-to- 
help-win-the-war copy, and only 
5% appreciate reports on new 
postwar merchandise; (5) 53% of 
the retailers believe that “promises 
of exciting new products to come 
after the war being made now in 
some ads” are likely to put the 
brakes on the sale of conventional 
merchandise right after the war. 
Jottings 

The New Yorker is making 
available for use by any adver- 
tiser, with or without credit, the 
series of war-theme cartoon ad- 
vertisements which it is currently 
running in the advertising press. 
Here’s an opportunity for retailers 
and others who want to do a patri- 
otic job and at the same time 
achieve a change in pace to put 
their names over the work of out- 
standing cartoonists such as Sog- 
low, Taylor and others whose New 
Yorker work has made them na- 
tional characters. . . 


The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2300. Display Guide. 


Sherman Paper Products Cor- 
poration has issued a new window 
and interior display guide con- 
taining sections in color to show 
display-size pictorials, valances 
and continuous roll designs and a 
wide variety of corrugated and 
seamless papers for background 
installations. 


No. 2301. 
stand Them . 
Understand You. 


New York’s foreign language 
market is analyzed in this bro- 
chure issued by the Foreign Lan- 
guage Press Institute, with a series 
of vignettes of the various national 
groups served by the foreign lan- 
guage press, and including a list of 
these papers and how to reach 
their readers. 


You May Not Under- 
. but They 


No. 2302. Guide to Postwar Prod- 
uct Development. 


The National Association of 
Manufacturers has issued this 
booklet, third in a series of five 
on postwar planning. It deals 
with the importance of industrial 
research in the development of 
new products and new industries. 


No. 2296. Loan Star Chain. 

The Lone Star Chain of Texas 
has issued this loose-leaf file of 
quick reference facts about the six 
stations in the net and data on 
the markets they serve. It in- 
cludes a coverage map showing the 
locations of the stations and the 
primary intensity based on actual 
daytime surveys. 


No. 2297. Discovered . . . 
Sales Value in Mississippi’ 
Plus Market. 

The market covered by the Mis- 
sissippi Dailies group of news- 
papers is described in this folder, 
which gives facts and figures on 
cash farm income, value of live 
stock and livestock products, ané 
manufacturing of food products, 
with an outline of the state’s grow- 
ing industrial market. A table 
provides a comparison of popula- 
tion and retail sales for cities it 
the group with other markets. 


No. 2298. American Boatbuilders 
for Victory. 

The Boating Industry has com- 
piled and published this booklet, 
which contains an alphabetical lis 
of American boatbuilders, with 
names of their executive persol 
nel, what they are building @ 
war purposes and what they wil 
build when peace comes. 


No. 2299. A Handbook on West 
ern Canada. 

New data on farm home 
buildings, equipment, householé 
and families, is provided in @& 
new study, issued by The Count 
Guide, Winnipeg. Tables cov®! 
population by urban centeft 
towns and by provinces and cens® 
districts, with figures on compo 
tion of families, living conditio® 
farm machinery and farm incom 


No. 2295. 63 Years of Keeping U 
with the Times. 
Highlighting the 63-year histof 
of the Los Angeles Times is & 
booklet, which reproduces sevel® 


front pages of the newspaper 

its first issue, Dec. 4, 1881, to S& 
3, 1943, a selection covering 
lines on three wars. 
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creates oceans, 
and fleets 


—- you MAY Not know this man by 
sight, you certainly know him by reputation. 
They He is Norman Bel Geddes—stage designer, cre- 
ator of the New York World’s Fair Futurama, 


"tak and the wizard who makes LIFE’s incredibly 
foo detailed models of land and sea battles. 
tional Working in a Radio City studio with a staff of 
Bo 10 watchmakers and modelmakers, Mr. Geddes 
reach has illustrated—more vividly than any camera 
or pen possibly could—the broad panorama of 
Prod- such events as the Coral Sea and Solomons naval 
battles, the drive on Bizerte, and the invasion 
of Sicily. 
. The amount of work that goes into his models 
ustrial is staggering. For example, it takes a watch- 
oh maker two weeks to build a battleship or aircraft 
carrier, a week to build a cruiser. On file and 
. ever-up-to-date are warship models of every 
exas 


class of every nation. 


= . But the Geddes’ models are well worth all the 


It in- painstaking work, for they help clarify for LIFE 


readers the strategy and diversified geography 
n 


actulf of modern warfare. 
And LIFE’s ability to make complex things in- 
_ Extn teresting and easy to grasp— whether by models, 
‘s!PP"'] photos, or on-scene reporting—is one of the rea- 
1e Mis sons for the magazine’s vast popularity. 

ecldee No other magazine in America’s history ever had 
res Df $80 many readers every week! 
live- 
ts, and 
“oducts, 
s grow- 
table 
popula- 
ities in 
ets. 
builders 


wing American troops _ In this photo, a member of the Norman Bel Geddes staff works on a LIFE model for the 
exhibition that appeared during February at the Museum of Modern Art in New York 
City. The Museum reports that the exhibition has broken a 3-year attendance record. 


944 
, 10 Here one of 
c heat oat of Bel Geddes’ assistants works carefully over a model sho 
| nding for the Sicilian invasion. Note landing barge wakes, authent 
table salt. Shell bursts on the water are simulated by spinning cot : 


‘Personal Touch’ 
Abets Campaign 
for War Workers 


Chicago, March 8. — It’s the old 
personal touch that counts, be it 
landing a sales contract or—much 
more difficult these days—recruit- 
ing new employes, Mills Indus- 
tries, Inc., has reaffirmed following 
the successful close of a campaign 
for 500 workers for its three Chi- 
cago war plants in half the time 


allotted for the task. 

The “touch” was provided by 
enlisting every Mills war worker 
as a job recruiting salesman. 
Spurred on by merchandise 
awards, they rounded up friends 
and neighbors and either brought 
them to the plants personally, or 
gave them introduction cards and 
literature describing the steps 
necessary in getting hired. The 
“touch” was aided and abetted by 
pictorial magazines and free cigar- 
ets for prospective employes who 
had to wait to be interviewed. 

Prompting this method of secur- 


ing workers, explained James T. 
Mangan, director of war promo- 
tions for Mills, was the realization 
that many persons not now in war 
work hesitate to apply for jobs be- 
cause they are afraid of the em- 
ployment line and the questions 
asked—“they just don’t know the 
moves in applying for a factory 
job.” He added that “the thing 
worked so well that in a few days 
the number of applicants was so 
large we had to triple the size of 
the employment office and secure 
thew furniture and facilities for in- 
terviewing.” 


Gaines Joins Ziv 

Charles Gaines, formerly secre- 
tary and vice-president of World 
Broadcasting System, has joined 
Frederic W. Ziv, Inc., New York, 
in an executive capacity. 


Joins Gutlohn Films 


George Jay Zehrung, formerly 
director of the Motion Picture Bu- 
reau, has joined the educational 
and industrial departments of 
Walter O. Gutlohn Company, New 
York, film distributor. 


The Post-Gazette Reported A Mighty Splash 


AS the crowd cheered, the sloop “Western 


Experiment” — first 


sea-going vessel to be built at 


Pittsburgh — slid down the ways and into the 
Monongahela River with “a mighty splash.” 


The year was 1792. The Pittsburgh Gazette — 


then only six years 


old — reported the event with 


great enthusiasm. After all, wasn’t it the birth of a 


new industry? Even 


as the “Western Experiment” 


sailed down the Ohio and Mississippi Rivers to the 
sea, keels were being laid for others. 


And, as Pittsburgh’s shipbuilding industry 
began in earnest, news of launchings and sailings 
became a regular feature of the newspaper. 


It’s a far cry from those early days to the ship- 
building industry that exists in Pittsburgh now — 


as the nation’s urg 


REPRESENTED NATIONALLY 


New York Chicago 


ent needs are being answered 


Philadelphia Boston 


BY 


by thousands of Destroyer Escorts, Sub Chasers, 
Mine Sweepers, LST Boats and other sea-going 


war craft. 


But through all the years from the “Western 
Experiment” to the assembly line methods em- 
ployed today at this industrial center of America, 
the Pittsburgh Post-Gazette has been the leading 
community newspaper — read and relied on by five 
generations of loyal family readers! 


PITTSBURGH 
POST-GAZETTE 


Founded 1786 


PAUL 


Detroit ° San Francisco 


BLOCK AND ASSOCIATES 


Los Angeles . Portland 
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BBDO Elects First 


Woman V.P., 5 Others 


Jean Wade Rindlaub, for 14 
years copywriter at Batten, Bar- 
ton, Durstine & Osborn, New York, 
has been elected 
vice - president, 
the first woman 
to be given that 
title by the 
agency. Mrs. 
Rindlaub is a 
director of the 
Advertising 
Women of New 
York and an as- 
sociate member 
of the Home 
Economics Wo- 
men Busi- 
ness. 

Five other vice-presidents were 
elected at the annual meeting. 
They are: Edward A. Cashin, for- 
merly assistant to the vice-presi- 
dent in charge of public relations; 
John M. Bridge, who recently 
joined BBDO’s public service de- 
partment; Wayne Tiss, associate 
director of radio for the agency’s 
Hollywood office; Carl Williams, 
who joined BBDO as copywriter 
in 1929; and Willard A. Pleuthner, 
who joined the agency in 1930. 


Jean W. Rindlaub 


Pond’s Names Isaza 


Peter P. Isaza, formerly with 
Pepsodent Company, has _ been 
named to the newly created posi- 
tion of director of foreign sales for 
Pond’s Extract Company and 
Pond’s Extract Company Interna- 
tional Ltd., maker of cosmetics. 
He will have full charge of adver- 
tising and sales in the western 
hemisphere, excluding Canada and 
the United States. 


Four Name Ross 


Ross Advertising Service, St. 
Louis, has been named to handle 
the accounts of J. W. Losse Tailor- 
ing Company; W. L. Fuchs, maker 
of games and puzzles; Riverside 
Mfg. Company, maker of dry 
cleaning chemicals; and _ Civic 
Medical Center, socialized medical 
service, all of St. Louis. 


In 4 War Loan Drives to 
date, the U. S. Treasury 
has allocated to Tulsa 
County the highest single 
quota for any county in 
Oklahoma.* Each time, 
Tulsa county has sur- 
passed its quota. The 30 
counties of the Magic 
Empire are Oklahoma's 
richest (No. 1) Market.7 
. . « KVOO, Tulsa, is the 
only advertising medium 
that completely blankets 
this No. | Oklahoma mar- 
ket as well as rich bonus 
counties in Kansas, Mis- 
souri, and Arkansas. 
MARKETS ARE PEOPLE 
WITH MONEY. 


Sources * U. S. Treasury 


quotas. 


Retail Sales Tax figures for 
ec. 1943, Oklahoma Tax 
Commission. 
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Croat OR DIAMOND... both carbon, but how different! 
Comparable contrasts exist in our field, too. 


In the comic magazine field today there are more than 130 in- 
dividual titles with a total circulation of about 25,000,000 per 


sub month. Within this field, the 19 magazines of the National 
ere Comics Group have a total per-month circulation of over 
on 6,000,000. Jf all comic magazines were equally appealing . . . 


ns; if those of the National Comics Group were only average, their 
rr total monthly circulation would be only 3,000,000. 


ate 
ms, But comic magazines are far from equally appealing. The 
= National Comics Group delivers each month, every month 


approximately twice the circulation the law of averages would 
indicate . . . every magazine in this group exceeds the average 
een / ... 8 out of 10 of the most popular titles are in this single group! 
OSl- 
for 
and As with coal and diamonds, the significant difference is in large 

part due to an extra measure of time and effort . . . the construc- 
ern tive and imaginative editorial policy of the National Comics 


Group. No Johnny-Come-Lately, this group has set most of the 
precedents in this field . . . among them, the establishment of the 


=. first Editorial Advisory Board. From time to time it has been 
se be found desirable to enlarge this board of distinguished educators 
r~ and child study authorities. The most recent addition is the 
a noted psychiatrist, Lauretta Bender, New York University 
ail Then and Now School of Medicine. Here is another evidence of the progressive, 


positive policy we stated publicly years ago... and to which 
A P O LI C > i we adhere today. These comic magazines “keep the faith!” 
and A PLEDGE 


! | | As publishers of magazines with a multi-million audience 


EDITORIAL ADVISORY BOARD 


Joserte Frank 
Consultant on Children’s Reading 


of adults and children, we recognize a very real responsibil- Child Study Association of America 


Dr. C. 
Department of English Literature 
New York University 


De. W. W. D. Sones 
Professor of Education and 
Director of Curriculum Study 
University of Pittsburgh 


ity to parents and teachers as well as readers. We are 
parents ourselves, and our own concern with the well-being 
and development of our children is the basis of the stand- 
ards we have set for our magazines. 


Dr. Rospert THORNDIKE 
Department of Educational Psychology 
Teachers College, Columbia University 


Com. Gene Tunney, U.S.N.R. 
Executive Board, Boy Scout Foundation 
and Member, Board of Directors, 
Catholic Youth Organization 


A rigid policy has always guided the editors in the 
selection and preparation of editorial material. We have 


gone outside our own competent staff to secure the active 


assistance of those professional men and women who have 


achieved distinction in their work in child psychology, edu- 


cation and welfare. Their experienced guidance provides 
| assurance that the pages of our magazines are constructive, 


entertaining and wholesome. Th N | G 
| ‘We pledge to our readers, to parents and to teach- Cc ationa OmMm1Cs roup 


ers a continued effort in the future. Always the Superman 


“AMERICA’S FAVORITE COMIC MAGAZINES” 


D-C Symbol on the covers of our magazines will be your 


guide to the finest comic magazines published. The number 
. ADVENTURE COMIC CAVALCADE MUTT AND JEFF 
Of comic magazines on the nation’s newsstands increased ALL AMERICAN neveene SENSATION 
80 rapidly, it has become more important than ever is- ALL FLASH STAR SPANGLED 
y, e imp nan ever to dis FLASH SUPERMAN 
Criminate between them. Our Symbol is your guarantee. ALL STAR GREEN LANTERN WONDER WOMAN tial 
BATMAN LEADING WORLD'S FINEST 
Sincerely, 
The Publishers Represented Nationally By 


RICHARD A. FELDON & CO., 480 Lexington Avenue, New York City ) 


A 
a 
Dr. LaurettA BENDER 
Departmen’ of Psychiatr? } . 
school of Medicine 
New York University 
authority an the field of Child 
chiatric pivisio® of Bellevue Hospital 
Medical school has earned the dee? 
respect of others in her ficld. 
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Willox Joins Ad Bureau 


Leonard Willox, on the promo- 
tion staff of the New York World- 
Telegram for the past nine years, 


has joined the research and pro- 
motion department of the Bureau 
of Advertising, ANPA. He suc- 
ceeds Gilbert Victor, who has left 
for service with the Army. 


Heads Houston Club 


T. E. Hawkins, advertising man- 
ager of the United Gas Corpora- 
tion, has been named president of 


the Houston Advertising Club, 
succeeding Dale Rogers Jr., for- 
merly radio director of Rogers- 
Gano Advertising Agency, who has 
joined the Marines. 


squire’s War-Minded Sports Articles 


HERE ARE SOME of Esquire’s informative, 
war-minded articles on sports—just a 
sampling of the many timely sports 
articles which have appeared in Esquire 
since the war began. In twelve Esquires 
a year you'll get the dope on wartime 
sports . . . on everything from the choos- 


THE L&EADING GENERAL MAGAZINE ON SPORTS 


ing by a veteran sportswriter of the 
military basketball team of the year, 
to a discussion by a famous ex-football 
star of how gridiron training prepares a 
man for air warfare, Esquire’s sports 
stories do a brilliant job of reporting the 
current sports scene . . . deal with the 


most vital questions concerning sports 
activities and athletes in wartime Ameri- 
ca. See the war-minded sports articles 
in the current issue of Esquire . . . on 
sale at your newsstand . . . TODAY. 
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Admen Told Now 
Is Time to ‘Sell’ 


Latin America 


Chicago, March 8.—Now is the 
time to “indoctrinate” Latin 
Americans with the virtues of 
brand names and products so when 
civilian production is resumed 
they will know what and where 
to buy, Hal Horan, chief editorial] 
representative in Latin America 
for Time, told the Advertising 
Managers Club of Chicago last 
night. 

Painting a “picture of economic 
promise,” Mr. Horan asserted that 
Latin America constitutes a great 
postwar market because (1) it will] 
have cash surpluses (estimated at 
$2,000,000,000) for probably the 
first time; (2) unlike most of the 
world it won’t be devastated by 
war and won’t be compelled to go 
through a difficult transition 
phase; and (3) a rising middle 
class society will provide an ever 
growing field for consumer goods, 
“After the war consumer de- 
mand will be great, and the mar- 
ket will be open to the first 
comer,” predicted Mr. Horan in 
urging U. S. business men to get 
in on the ground floor. “If we 
don’t, other nations—Sweden, the 
— Kingdom, even Germany— 
will.’ 


Lend-Lease Helps 


Lend-lease has had a beneficent 
effect on Latin America, he said, 
adding that the countries to the 
south are “a relatively pleasant 
place to do business — the people 
are aggressive and progressive and 
believe in the old fashioned profit 
system.” Citing figures to show 
the high return on capital invest- 
ments, Mr. Horan envisaged a 
golden opportunity in Brazil, 
which, he said, is creating its 
own heavy industry. 

Argentina, too, will emerge from 
the war stronger than ever, he 
predicted, adding that Chile, bol- 
stered now by wartime buying, 
“is the only dark shadow on an 
otherwise bright picture.” 

U. S. business men, planning to 
enter South American fields, how- 
ever, must concern themselves 
with such problems as export poli- 
cies, exchange, postwar controls, 
cartels and subsidies by other na- 
tions, Mr. Horan warned. He urged 
that they study Latin American 
business manners and customs, and 
added: “There is one commodity 
we should send. It is enlightened 
business management and our con- 
cept of fair play, that a good deal 
satisfies both parties, not just one.” 


Townley to Head 
Foreign Division 

American Home Products Cor- 
poration, manufacturer of phar- 
maceuticals, foods, cosmetics and 
packaged drugs, has formed a neW 
foreign division to establish over- 
seas plants in Australia, England, 
Latin America, New Zealand and 
South Africa. 

Donald C. Townley has beet 
elected vice-president in charge, 
and will supervise the production 
of American Home Products 
those countries. Approximately 
one-sixth of the corporation’s busi 
ness is in its foreign operations 
and plans are being made to Ii 


crease production in this field. 


It may sound like a strange 
time to look for a BIG radio 
audience. But a good sized 
segment of wartime Balti- 
more is up and around then 
looking for good radio enter- 
tainment. And they find it in 
the W-I-T-H 
Club.”’ Look into it, those 
folks have money to spend. 


“Night Owl 
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...GALEN DRAKE has 
program of ideas 


Want to become one of radio’s most successful salesmen? Here’s 
how: Use the Galen Drake formula. 

Get a roomful of ideas on a thousand subjects that have house- 
wife appeal. Broadcast a one-way conversation about them. Ad-lib 


it all, and stick meticulously to the fundamental facts. Presently, 
housewives will come to depend upon you implicitly . .. érust com- 


pletely. They'll be grateful followers. 

Having inspired friendly confidence, be zealous—and jealous — 
of this trust. Choose sponsors with care. Have housewives home-test 
each product. Unless 80% vote “good value,” decline the account 
with thanks. Then—without ballyhoo—tell the plain truth about 
the product in your conversation. Tell it in a reasonable, non- 
dramatic ad-lib way. Listeners, with full faith in your judgment, 
will buy. 

Galen Drake’s audience has always been one of the most respon- 
sive — saleswise— within our ken. His formula has worked for 
nearly 5,000 air hours in nine years on KNX, on the Columbia 
Pacific Network, on coast-to-coast CBS. It has more than pleased 
sponsors. “Pudding-proof” case histories cram CPN files. 

You could be a Galen Drake, with this formula—# you built up 
a similar reputation over the years. But there’s a quicker, swrer way 
to sales success: ask us or Radio Sales about the Galen Drake 


availability now open. 


A DIVISION OF 
THE COLUMBIA 
BROADCASTING 
SYSTEM 
Palace Hotel, 


San Francisco 5 
Columbia Square, 
Los Angeles 28 


Represented nationally by Radio Sales... the SPOT Broadcasting Division of CB 
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Movie Men Told 
Industry Needs 
More Advertising 


New York, March 7.—Motion 
picture exhibitors were taken to 
task at a recent meeting of the 
Association of Motion Picture Ad- 
vertisers by Maurice Bergman, 
eastern manager in charge of pub- 
licity and advertising for Univer- 
sal Pictures, for failing to spend 
enough money for advertising and 
refusing to inject a new approach 
in theiy copy. 

Mr. Bergman said few exhibitors 
spend as much as 3% of their gross 
income for advertising. He said 
that the day of selling pictures to 
the public via spectacular pub- 
licity scheming is outmoded and 
has given way to a more sensible, 
down-to-earth formula of adver- 
tising and merchandising. 

Asserting that showmen should 
be primarily concerned with ideas 
and inspiration rather than with 
economics, Mr. Bergman charged 
that few exhibitors promoted good 
will through radio advertising, 
and deplored the absence of insti- 
tutional advertising by the indus- 
try. 

“What has happened to that old 
spirit that used to tell the public 
that the movies are the best fun 
for the least money?” he asked. 

Dwelling on the postwar era, 
Mr. Bergman posed six questions 
dealing with new patronage and 
new markets; what changes are 
needed in advertising and mer- 
chandising to create extra mar- 
kets; what changes are necessary 
in selling methods; what to do to 
create more good will for the local 
theater and the industry; what 
should be done to keep the good 
name of the theater alive; and 
what to do to maintain contacts 
where emergencies may develop 
after the war. 


McCann Joins KTSA 


Ted McCann, formerly with the 
Times, Shreveport, La., has joined 
the sales staff of Station KTSA, 
San Antonio, Tex. 


UPPER PENINSULA 


“A STATE WITHIN A STATE” 


Securing distribution and sales is 
simple and easy in Michigan's 
Upper Peninsula. 


For instance on a food item — 4 
Upper Peninsula jobbers can han- 
dle the distribution for 80%, of 
this excellent market. 


A 3,000 line advertising schedule 
costs only $645.00 in 


The "Big 4" Group 
consisting of the 
IRON MOUNTAIN NEWS 
MARQUETTE MINING JOURNAL 
SAULT STE. MARIE NEWS 
ESCANABA PRESS 


These papers will sell the consum- 
ers in this rich market for you. 


Markets cultivated NOW will be 


yours after the war. 


For information phone or write 


SCHEERER & CO. 


36 E. Wacker Dr. Lesington Ave. 


Townsend Expands 


Edward S. Townsend Company, 
Pacific Coast publishers’ represen- 
tative, has opened a Los Angeles 
office in the Pacific Mutual build- 
ing, with H. P. Houston, formerly 
with This Week Magazine, as man- 


Tyson Enlarges Office 

O. S. Tyson & Co. has taken 
additional space at 230 Park Ave., 
New York 17. The general offices 
remain on the ninth floor, with the 
production and art department 
moved to the 15th floor. 


Haig in New Post 


Robert E. Haig has resigned as 
circulation director of Triangle 
Publications, New York, to join 
Pocketbooks, Inc., on the Pacific 
Coast. 
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Fay Wins Promotion 
William P. Fay, with General 
Foods Corporation, New York, for 
the past 20 years—the last five 
with its Birds Eye organization— 
has been named national manager 
for the corporation’s sale of insti- 


ager. 


Aitkin Resigns Account 


Aitkin-Kynett Company, Phila- 
delphia agency, has resigned the 
account of the plastics division of 


Nelson in New Post 


Jack Nelson has resigned as 
vice-president and general sales 
manager of the Rockola Mfg. Cor- 
poration to become general sales 


Keefer Advanced 


covered Ohio, 


tutional products. 


Virginia and western Pennsylvania 
for the Pepsodent Company, has | Valley 
been named southern sales man- 


Herman L. Wente, 
wine grower, has 


Livermore 
been 
elected to his second term as presi- 


Celanese Corporation of America,|manager of Superior Products|ager of the organization, with|dent of the Wine Institute, San 
effective in May. Company, Chicago. headquarters in New Orleans. Francisco. 
| 


“NEWSPAPERS ARE 
PRETTY MUCH THE 
SAME THESE DAYS” 


IS THAT WHAT YOU 
THINK, MISTER? 


In: spite of the fact that most 
people have decided prefer- 
ences when it comes to choos- 
ing the newspaper they read, 
it’s surprising how many will 
tell you glibly, “Oh, newspapers 
all have the same news.They’re 
standardized these days. The 
only difference is in their ap- 
pearance, their features, or 
their editorial policy.” 


As is true of all half-truths 
this one, too, is more wrong 
than right! 

The great news-gathering 
agencies, International News 
Service, Associated Press and 
United Press — plus the local 
news bureaus—do make it al- 
most impossible for one news- 
paper to carry an exclusive 
story.What one service doesn't 
have, another one will. To be 
sure of getting all the news the 
New York Journal-American 
uses all three services. But the 
important point is this: what 
happens to the news once it 
comes into the shop? How is 
it handled? How is it followed- 
up? 

Paul Schoenstein, City Edi- 
tor, has an expression that 
tells the whole story of modern 
journalistic enterprise. “When 
a big story breaks, we don’t 
just cover it,” he says, “we 
endeavor to take possession 
of itl’ 

The Journal-American does 
take possession of the big 
cases, while at the same time 
adequately covering all the 
news, including stories of pure- 
ly local interest. The story of 
Patricia Malone, for example, 
Was so notable that the wire 
services and newspapers from 
coast to coast were happy to 
publish it giving full credit to 
the Journal-American. Be- 
cause of things such as this it 
is only natural that the Jour- 
nal-American should far out- 


_sell any other New York eve- 


ning newspaper! 


OUR BABY HAD ONLY 


WE CALLED THE CITY EDITOR 


By CHARLES E. DAVIS, Jr. 


place. Yet the fight to save the life 
of a two-year-old girl was one of the 
great stories of 1943. 

This because humanity has compassion 
and pity and has never hesitated to give of 
them freely to a stricken child. 

This because the story held out a bright, 
shining promise of countless lives to be 
saved in the future. ~ 

This because it was the story of a great 
and new disease destroyer . . . penicillin. 

Going back to that afternoon of August 
11, I doubt if many of us then had more 
than a vague of penicillin. For 
that matter, the medical world knew little 
about it. 


[I A world at war, death is common- 


It was sultry in the Journal-Americat 
office that day. The clock showed 3:40 
p.m. For most of us the day’s work was 
almost at an end. 

It was then that a light, a tiny button 
of brilliance, flashed on the city desk 
switchboard. 

This light was to set Journal-American 
reporters, deskmen and photographers 
swift, coordinated motion. 

This light was to magnify itself mag- 
nificently to a beacon of mercy as a city 
and a nation watched with hands held in 
prayer. 

Neil Maguire, an assistant city editor, 
answered the call and over the telephone 
heard these words: 
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Pond’s Ad Space 
Increased for 


First Quarter 


New York, March 7.—Pond’s 
Extract Company has launched a 
nationwide campaign for its cold 
cream, dry skin cream and van- 
ishing cream products, substan- 
tially increasing its use of space 
for the first quarter of 1944. 

Full-page advertisements on 
cold cream are scheduled in lead- 


ing national magazines, spreads in 
the Macfadden Women’s Group 
and Fawcett Women’s Group, 
Modern Magazines and Screenland 
Unit. Six four-color insertions will 
run in Metropolitan Sunday news- 
papers, Puck—the Comic Weekly 
and in the comic section of the 
New York Mirror. The Pond’s dry 
skin cream advertisements, featur- 
ing photographs by Rawlings, New 
York society photographer, will 
appear in a long list of magazines 
and newspapers. 

Insertions are scheduled for 
vanishing cream and Pond’s 


Dreamflower powder in leading 
women’s magazines. The powder 
copy will appear in four-color in- 
sertions in Ladies’ Home Journal 
and the Fawcett and Macfadden 
women’s groups, True Story, Mod- 
ern Magazines, and Mademoiselle. 

J. Walter Thompson Company 
handles the advertising for Pond’s. 


Gear Co. Changes Name 


The Cross Gear & Machine Com- 
pany, Detroit, has changed its 
name to the Cross Company. 


Hardy Promoted to V. P. 


Larry F. Hardy, manager of the 
home radio division of the Philco 
Corporation, Philadelphia, since 
1941, has been named vice-presi- 
dent in charge of that division. 


Advances Closing Date 


Pathfinder, Philadelphia, has 
issued rate card No. 17, in which 
the closing date has been advanced 
from 14 to 19 days preceding date 
of issue and in which is revealed 
a moderate increase in rates. 
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“My little girl is in Lutheran Hospital. 
The doctors say she has only seven hours 
to live—unless she gets the new drug, 
penicillin. 

“It is her only hope. The doctors have 
used sulfa drugs and everything else. I 
must find someone with enough to help 

er. 

“Can you help me?” 

The caller identified himself as Law- 
rence J. Malone, of Jackson Heights, 
New York. The child who lay near death 
in the Lutheran Hospital in upper Man- 
hattan, was his daughter, Patricia, vic- 
tim of a deadly blood disease, staphylo- 
coccus infection. 

After completing the call, Maguire 
shouted his information across the city 
desk to City Editor Paul Schoenstein. 

In bare seconds, Schoenstein had his 
staff moving. 

_ Call the wholesale drug firms. See 
if they have penicillin,” he snapped at 
me. 

“Try the Halloran Army Hospital,” he 
“red James Horan, an assistant city 

itor. 

“You,” he directed Maguire, “call the 

urgeon General’s office at Washington.” 

Other orders flashed. Police reporter 

id Livingston was told to get his car 
teady for an emergency trip—anywhere 
and at any moment. A copy boy was sent 
dashing to the reference room for clip- 
Pings on penicillin. Two photographers 
took up a vigt beside the city desk, 


awaiting developments. 


Meanwhile, those of us on the 
telephones threw occasional 
glances at the clock on the wall. 
We knew that this was the great- 
est deadline we had ever worked 
against. Little Patricia Malone 
had seven hours to get the pen- 
icillin, or until 10:40 p.m. 

The telephone calls now began 
to produce results, but the min- 
utes were fast flying by. 

We learned that E. R. Squibb 
Sons were producers of penicil- 
in. 

We learned that there was a 
supply on hand at the Squibb 
= at New Brunswick, 
But the penicillin at the Squibb 
laboratories could not be released 
except on the orders of one man, 
Dr. Chester Keefer, of Boston, 
who had been designated by the 
government as the sole allotter of 
the rare drug in civilian cases. 

Dr. Keefer was called at Bos- 
ton, but the release could not be 
effected as simply as that. 

“I'm sorry,” said Dr. Keefer 
regretfully, “but I must talk to 
the doctor in charge of the case. 
I must have a diagnosis to know 
that penicillin would really help 
this child.” 

However, Dr. Keefer promised to put 
in a rush call to Dr. Dante Coletti, staff 
— at Lutheran Hospital. He did 
and at the close of their conversation 
promised the New York doctor: 

“You will receive the penicillin.” 

To expedite matters, Schoenstein di- 
rected that a telephone call from Dr. 
Keefer to the Squibb laboratories at New 
Brunswick authorizing release of the 
precious drug be relayed through the 
Journal-American switchboard. 

While Dr. Keefer was telephoning the 
release, Schoenstein snapped other or- 
ders. Dr. Coletti had to make the race 
to New Brunswick to receive the drug. 
Tell him to speed downtown in a cab. 
Tell Livingston to have his car ready, 
with motor running, in front of the build- 
ing. Order a police escort. 

As soon as Dr. Coletti arrived at the 
Journal-American building he was bun- 
dled into Livingston’s car in which Liv- 
ingston, Horan, Photographer Bill Hear- 
field and myself were waiting. 


* 


Then began the dash to New Bruns- 
wick. It was exactly 6:30 p.m. Only two 
hours and 50 minutes had been required 
to locate one of the rarest drugs in the 
world and to arrange for its release. « 

Through the Holland Tunnel and 
over the highway to New Brunswick we 
roared with Livingston’s low-moaning 
= siren clearing a path through the 

eavy lines of traffic. 

At 7:30 p.m., a guard at the entrance 
to the Squibb laboratories handed the 
oe carton of penicillin to Dr. Co- 
etti. 

A New Jersey State Police car, red 
light winking ominously and siren sing- 
ing dangerously, escorted us to the Hol- 
land Tunnel entrance. At the other end 
of the tunnel, a New York City motor- 
cycle policeman was waiting to escort 
us the fast lap of the journey. 

We sped up the West Side Highway 
at a speed none of us like to remember 
today . . . eight minutes from Holland 
Tunnel to Lutheran Hospital in Harlem. 

At 8:38 we pulled in feat of the hos- 
pital. And 30 minutes later, after the 
drug had been prepared, magical pen- 
icillin spread through the veins of little 
Patricia Malone. 

The rest of the story can be told in 
a few words. Patricia Malone was re- 
turned to her home a few weeks later. 
Penicillin became a name known to all 
America. 

But for the world the story does not 
end there. Penicillin, now emblazoned 
as the bright, new name of science, will 
save many lives in the future. 

City Editor Schoenstein and the rest 
of us who had a hand in that memorable 
story will never forget it. 


Although a comparative 
newcomer to the Journal- 
American staff, Charles E. 
Davis, Jr., drew the as- 
signment from City Editor 
Paul Schoenstein to cover 
and write the penicillin 
story. ‘‘Forget the mighty 
adjectives,”’ counseled 
Schoenstein, ‘‘and let this 
story write itself.’’ It did. 
Davis came to the Journal- 
American in May, 1943, 
from the Albany (N.Y.) 
Times-Union, a Hearst 
newspaper, where he had 
been a reporter and rewrite 
man for six years. 


* 


WHAT NEW YORK NEWSPAPER WILL YOU CHOOSE IN 194V? 


Journal-American readers want their news quickly, completely, dramatically. 
The importance of the Journal-American to them was never better shown 
than when its newsstand price was raised to five cents and its circulation con- 
tinued to dwarf that of any other New York evening newspaper. In 194V, 
the year of Victory, when you are again looking for civilian markets, we sug- 
gest you investigate New York’s most enthusiastic newspaper readers. 


AMERICAN }{ PAPER }{ FOR 


JLAME RICAN JL PEOPLE 


Nationally Represented by The Hearst Advertising Service 


New York Chicago Detroit Pittsburgh Boston Philadelphia 


Baltimore San Francisco Los Angeles Seattle 


Fleischmann’s 
BLUE BONNET 
MARGARINE! 


“tts Fresh! 


i ¢ Blue Borst 


GET ACQUAINTED OFFER—features 

the stepped up campaign of Standard 

Brands for its Blue Bonnet margarine, 

appearing in 130 newspapers in the 

East, Midwest, Southeast and South- 

west. Ted Bates, Inc., New York, is 
the agency. 


Gets New Account 


The Canadian Bronze Powder 
Company, Montreal, has named 
Stevenson & Scott, Montreal, to 
handle its advertising. An exten- 
sive list of trade and technical 
publications will be used. 


Two Join Tracy, Kent 


Russell Branch, formerly of Roy 
Durstine, Inc., and Charles O’Neil, 
formerly of La Porte & Austin, 
have joined the copy department 
of Tracy, Kent & Co., New York 
agency. 


WHAT WITH THE 
RUSH TO RADIO, 
IT’S A LUCKY 
ADVERTISER, THESE 
DAYS, WHO IS 
HEAVY IN SPOTS! 


Exclusive 
National 
Representatives: 
Indianapolis 
Kalamazoo-Grand Rapids 
Kansas City 
Louisville 
Minneapolis-St. Paul 
Peoria 
St. Louis 
Syracuse 
Des Moines 
Davenport 
Shenandoah 
SOUTHEAST 
Baltimore 
Charleston 
Columbia 
Raleigh 
Roanoke 
SOUTHWEST 
Albuquerque 
Oklahoma City 
Tulsa 
PACIFIC COAST 
Oakland-San Francisco 
and WRIGHT-SONOVOX, Inc. 


For latest radio information, call 


FREE & PETERS, lic. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 No. Michigan...... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 322 Palmer Bidg.......... Main 5667 
SAN FRANCISCO: I1! Sutter........Sutter 4353 


HOLLYWOOD: 633! Hollywood Bivd......... 
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Returns to Imperial 

Frank Prendergast has resigned 
as director of information of Can- 
ada’s Wartime Prices and Trade 
Board, Ottawa, to return to Im- 
perial Oil Ltd., Toronto, where he 
was formerly advertising manager 
and more recently assistant to the 
president. A. L. Cawthorne, pub- 
lic relations officer with Metro- 
politan Life Insurance Company, 
Ottawa, will succeed Mr. Prender- 
gast on the Prices Board, effective 
April 1. 


Processed Food 
Profits Decline As 


Volume Increases 


Paul Willis Cites 
Figures on Companies’ 
Operations, '39-'43 


New York, March 9.—Despite 


——j\a virtual doubling of their dollar 


siness 
ly puorefer- 


volume in the past four years, the 
rate of net profits of 50 represen- 
tative food processing companies 
has been reduced by approxi- 
mately 35.5% in this period, Paul 
S. Willis, president of the Grocery 
Manufacturers of America, de- 
clared this week. Mr. Willis’ fig- 
ures were based on a study of the 
operations of these companies from 
1939 through 1943. 

“This survey, based on official 
earning statements, should pro- 
vide an answer to unsupported 


charges that profits of food proc- 
essors have caused an increase in 
the cost of living,’ Mr. Willis said. 
He also cited the fact that by the 
second year after our entry into 
the first wor'd war the retail price 
of food as measured by the Bureau 


of Labor Statistics stood at the 


all-time high of 186, whereas 
today, in the second year after 
Pearl Harbor, the same index 


stands at approximately 136. 
Per Dollar Profit Same 


The rate of net profit per dollar 
ef processed food sales in 1943 was 
about the same as in 1942, the 
year in which the General Maxi- 
mum Price Regulation went into 
effect, he pointed out. For both 
years they approximated 3 cents 
per dollar of sales for the compa- 
nies analyzed, compared with 4 
cents in 1941, 4.6 cents in 1940 and 
4.7 cents in 1939. 

“Thus, despite taxes nearly six 
times greater than in 1939, besides 
incurring higher unit costs in pro- 
ducing for swollen military and 
civilian demands, these food proc- 
essors carried out the administra- 
tion’s mandate to the OPA to hold 
the line at the level of 1942,” de- 
clared Mr. Willis. “Production and 


‘rocessing of food in the United 
States reached record levels in 
1943 and the entire food industry 
is being asked to outdistance such 
performances in 1944.” 

Sales of these 50 companies in 
1943 were estimated at $8,200,000,- 
000, compared with $4,244,510,000 
in 1939, according to the analysis. 
Taxes in 1943, vital to finance the 
war, were more than five times 
greater than for 1939. In that 
year they were $50,720,000, and in 
1943 were estimated at $300,000,- 
000. Both profits and taxes for 
1943 were based on actual earn- 
ing statements for the first nine 
months of that year, with the last 
three months estimated. 

Net income of the 50 companies 
after taxes in 1943 was expected 
to be about $245,000,000, compared 
with $226,201,000 in 1942, $239,- 
878,000 in 1941, $215,742,000 in 
1940 and $197,392,000 in 1939. 


Processed Volume Gains 


While total American food pro- 
duction was rising 24% between 
1939 and 1943, according to the 
Bureau of Agricultural Economics, 
the proportion of food being proc- 
essed has been climbing even more 
rapidly since 1941, Mr. Willis said. 


i 


To pace the dcvelopmeat of a young indus- 
here is “PLASTICS” — published tv foster one of our surest 
st war national resources, 
ere, for the first time, is a magaziné to merchandise plastics. It 
reaching a broad group of industries, both those now using, 
those which can use, these materials. 
hrough lay-techaical articles—through the vital realism of 
ural color photography reproduced in full color—through the 


ZIFF-DAVISA UGLISHING ‘COMPANY 


Be Circulation 


100% Executives 


The circulation of PLASTICS is lim- 


' ited to 14,000 key men, those who 


design, specify, and buy in 39 major 


industries. In addition, the plastics 
industry itself is covered to include 
producers of raw materials, ma- 


ehinery, €quipment, supplies, mold- 


@rs, laminators and fabricators. 
Another reader group includes those 


who have direct or indirect purchas- 


informative value of Plastic Property graphs—PLASTICS will 


feature specific materials to the companies which can use them. 
The advertisers in PLASTICS—molders, fabricators, laminators, 
and producers of raw materials—have an outstanding oppor- 
tunity to reach the executives of a// the industries which are actual, 
or potential users of their products—through the ONE publica- 
tion selectively directed to cover the buying power of the entire 


plastics field. 


ZIFF-DAVIS PUBLISHING COMPANY © 540 North Michigan Avenue, Chicago 11, Illinois 


New York 


Washington 


Los Angeles 


ing powers in the field, such as archi- 
tects, exporters, engineers, chemists, 
inventors, research specialists, etc. 


London, Toronto 


Using the Federal Reserve Board 
food manufacturing index, with 
1939 as a base, the following per- 
centage gains were registered in 
processed foods: 6% in 1940, 18% 
in 1941, and 32% in 1942. Esti- 
mated rise for 1943 of 38% over 
1939 is based on dollar sales of the 
50 food processing companies. 

“It should be borne in mind,” 
Mr. Willis said, “that these records 
were achieved in spite of acute 
shortages of manpower, containers, 
machinery and equipment.” 


To Surpass Previous Years 


For 1944, according to Mr, 
Willis, there is every reason to 
believe that the food processing 
industry will be called upon to 
beat all previous records if Ameri- 
can farmers succeed in meeting 
current crop goals. 

The 50 food processing compa- 
nies covered by the analysis rep- 
resent a cross-section of the Amer- 
ican food industry, according to 
Mr. Willis. They include bakeries, 
canneries, cereal manufacturers, 
confectioners, dairies, dehydrators, 
meat packers, quick - freezers, 
sugar refiners and soft beverage 
makers and bottlers. They varied 
greatly in size—from those with 
assets of $2,000,000 to some with 
$300,000,000. Liquor, so often in- 
cluded in widely circulated food 
statistical compilations, was ex- 
cluded because its problems differ 
from those of food processors. 


Opens Chicago Agency 

Leo Manheimer, recently dis- 
charged from the Army, has 
opened an advertising agency 
bearing his name at 203 N. Wabash 
Ave., Chicago. It will handle re- 
tail, industrial and amusement 
accounts. 


Names Surety Agency 

Station WOV, New York, has 
appointed Surety Advertising 
Company, New York, to handle its 
account. 
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Franklin Delano Roosevelt has talked to more people than 
any other President in American history. And yet, today, 
after nearly 12 years in office, he is the nation’s biggest 
human question mark. Some call him a saint and prophet. 
Others say he’s a would-be despot. Obviously, he can’t be 
both. To those of us in business and industry, it’s important 
to know which comes closer to the truth. In the April issue 
of The American Magazine, now on the newsstands, is an 
amazingly candid word portrait that brings the President 
into closer range, clearer focus than anything this, or 
any other magazine, has ever been privileged to publish. 


ROOSEVELT—THE ENIGMA 


by CHARLES MICHELSON 
Former Publicity Director, Democratic National Committee 


Michelson is one of the small inner circle of men who has been on 
intimate terms with the President ... men who have met and known 
him in every mood, from frock coat to smoking jacket and slippers. 
For a dozen years Michelson helped with his speeches, advised him 
on public relations. Now, for the first time, “Charlie, the Smear”, 
as his opponents have called him, strips off the political paint and 
from his ringside seat in Washington gives you Roosevelt the man, 
as he knows him . . . a hu nan being with human faults and virtues. 


THE CROWELL-COLLIER PUBLISHING COMPANY 
250 PARK AVENUE, NEW YORK 17, N. Y. 


WHAT IT TAKES TO BE AN OFFICER 


by MAJ. GENERAL JAMES A. ULIO, 
The Adjutant General, U. $. Army 


If you think your business or industry 
has personnel problems, consider the 
Y, be Army. From practically scratch it has 
\\7 had to discover and train men our 
* fighters will follow through the hell of 
battle. Where, how did they find 
them? Here, the general in charge of officer 
training tells how ... in an article that should 
prove of vital interest to executives, as well 
as to the parents, relatives and friends of 
every man and woman in the nation’s service. 


The April issue of The Ameri- 
can Magazine is complete with 
two novels, nine superb short 
stories, nine important articles, 
thirteen fascinating features... 
all complete in one issue. 


Typical of its predecessors, this 
April issue is destined to be a 
newsstand “sell-out”, with mil- 
lions of its readers passing on 
their copies to others. 


Toadvertisers, fortunate enough 
to appear in its pages, this 
bonus in circulation is a plus, 
second only in importance to 
the character of The American 
Magazine’s readers .. . “people 
who give a damn”, finding in- 
spiration for their aspirations in 
the publication that is edited in 
their service and in the Service 
of the Nation. 
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WTM] . , . tory for a small quantity of civilian 
Curnutt to Publishes Volume . FI in Promises watches for its regular distributors. 
of ‘Advertising Art The WPB granted permission to 
ager o ion , Janesville, 
Wis. has joined the sales staff of| finest work of America’s! use available material in civilian 
. WTMJ WMFM Milwauk artists, illustrators and photogra- production, but the pressure of 
r p SESW. phers and the creative genius of ig 0 ISp ace war orders prevented this work, 
sented in the “ADCC. Record. of 
sen in the “ ecord o and, 
Advertising Art,” compiled by the F W { h cellation, are in excess of those 
Art Directors Club of Chicago and oreign a ( eS held by Elgin at the same time 
on published by A. Kroch & Son, last year. 
icago. —Hitti 
The large volume, described as mom, Bearch out Continues Ad Program 


t id d i at the importation of foreign-made 

a source book of i > oy vd ¢ =. watches while it is devoting all| Quoting an unofficial report that 
spirations, 4 art tren , = id * its facilities to war work, the Elgin|1943_ imports of foreign - made 
National Watch Company served| watches were almost three times 
contains the 262 pieces of adver.| notice this week that it intends to those of normal years, Mr. Potter 
tising art displayed last year in| fight for its place in the American — We will not be in 
the Chicago Art Institute. market. the happy cagition of many other 
T. Albert Potter, Elgin president, |™anufacturers whose manufacture 
explained to company stockholders|°f Civilian products has been 


Names Salisbury in his annual report that foreign | Stopped, but whose market has not 


Al Salisbury, who has directed| Watches continue to “flood the 
advertising campaigns for Ford, | retail channels of this country advertising program at an appro- 


ees Firestone, Studebaker and Glen- and that Elgin is again calling priate level so that the name of 
a “p leli ‘ F . more and who has been associated attention to the condition because Elgin may be kept before the 
m delivering a _ )uUniOr| with various publications, includ-| if it continues and we are denied| public. This is especially neces- 
ing The American Weekly, has| the opportunity of making civilian sary today when so many foreign- 
announcer to WFDF been named western advertising| watches until the close of hostili-| made watches are being advertised 
2 99 director of Popular Publications} ties, we may find it difficult to) jn this country.” 
Flint. -|and Argosy, with headquarters in| quickly recapture our markets.” Network radio, national maga- 
the 333 N. Michigan Ave. building, During 1943, said Mr. Potter,| zines and trade publication space 
Chicago. . the company dipped into inven-| will be used by the company this 
year in protecting its postwar 
market. Elgin will continue spon- 
sorship of the Blue Network mys- 
tery drama, “Nero Wolfe,” which 


59 is broadcast Fridays at 7 to 7:30 

66 p. m., EWT, with a live rebroad- 

FO U RTHOUGHTS by George, the Office Boy 1:30 p. m. on midwestern 


and western stations. A limited 
campaign in magazines is now 
Q being prepared by the Elgin 
agency, J. Walter Thompson Com- 
: A: pany, Chicago. Besides its regular 
copy addressed to dealers in busi- 
ness papers, the company has 
scheduled a special campaign in 
Army and Navy Journal. 
With its government orders, 
Elgin’s sales volume in 1943 was 
the greatest in history, but profit 
was up only slightly, due to higher 
taxes and operating costs and 
lower profit margins. Reserves for 
contingencies have been increased 
to $300,000, part of which will be 
used to train and_ rehabilitate 
employes returning from service. 


Advertising Age, March 13, 1944 


Colorado Court 
Reverses Tax Ruling 


Reversing a lower court deci- 
sion, the Colorado state supreme 
court has ordered Lt. Col. Chris. 
topher F. Cusack, head of the 
C. F. Cusack Advertising Agency, 
Denver, to pay $855 in service 
taxes to the state, holding that he 
was liable for the amount under 
a state law setting a tax of 2% 
on services. 

The service tax was passed by 
the Colorado legislature several] 
years ago, shortly after it had 
passed a 2% sales tax. The test 
case was instituted by Lt. Col, 
Cusack more than two years ago, 
after the state revenue director 
ruled his advertising activities 
were subject to the tax. Denver 
District Judge Henry S. Lindsley 
upheld the agency. However, the 
supreme court decision found that 
Lt. Col. Cusack’s business came 
under the designation of “adver- 
tising service agencies” as de- 
scribed in the state law. 


‘JJournal-Tribune’ 
Strikers Return 


Members of the AFL stereo- 
typers and electrotypers union 
have returned to work after a 
five-day strike at the Journal- 
Tribune Publishing Company, 
Sioux City, Ia., in accordance with 
instructions of the War Labor 
Board pending mediation efforts. 
The men are demanding a wage 
increase. 

The paper published two edi- 
tions each week day, morning and 
afternoon, and the Sunday edition 
in spite of the strike, with the 
stereotyping work being done by 
three grandsons of the founders 
of the publication. 


Names Mrs. Govan 


Mrs. J. F. Govan, who helped 
originate the public information 
division of the original defense 
savings drives, has joined Russell 
T. Gray, Inc., Chicago, as copy- 
writer and public relations man- 
ager. 
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WHERE Wore People Listen 


Troy, plus—Watervliet, Green Island, 

Cohoes and Waterford. 123,000 con- The | A a 
(Sroace has the right idea. It sumers in ONE compact market. ai 
doesn't take a complicated analogy Blanket coverage in this big major 


ne a - fact: in the country, is obtainable only 


A. B. C. Troy City Zone there are Troy's only dailies... it is yours at 


their ‘“‘chome-station’’. 


TROY RECORD 
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at 


i The finest radio programs, the most care- 
L fully prepared selling messages, your whole 
sales program is of no use—if you don’t 
have listeners. Get into PEORIAREA 
where facts and figures prove the ‘“‘home- 
to make clear a simple profitable market, one of the most responsive station”, that people listen to, delivers the goods. 


Within the 31/2-mile radius of the through The Record Newspapers, PEORIAREA POPULATION co 67 4.2 00 

four extra big trading zones. ... the low cost of 12c per line. WITH COMPLETE RADIO COVERAGE by 

W V/A S This station is located in the center of the 
16 county, Illinois corn-belt section, more 

WMBD gives complete coverage 


\ ee ae (greater than the next five closest stations combined) and brings 
si = i positive sales results. PEORIAREA folks listen to and respond to 
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The Salt the Earth 


Time was when salt, a simple condiment and good for throwing over left 


| : iI shoulders, enjoyed more important and dignified proportions. It was real 


C4) money, coin of the realm. 


Today, the salt of the earth is the town and small city dweller. He repre- 


sents real money, too. He does his shopping on Main Street, U.S.A., and a 
good deal of his talking as well. And what he talks about in diner, drug store 
and post office is most likely influenced by what he reads in PATHFINDER. 


America’s oldest news weekly affects his mental life as seasoning does his 


food. 


The new PATHFINDER—keen, lively, splendidly printed since FARM JOURNAL 
took over—is edited expressly for the smaller communities where the na- 
tion’s roots go deepest and strongest. It takes national advertising straight 


to the Main Street market. 


PATHFINDER readers have always shown exceptional loyalty to their favor- 
ite news weekly. That, combined with its newly added effectiveness and cir. 7 


culation, makes the PATHFINDER a profitable advertising investment in the os 


country’s largest potential market. 


PATHFINDER 


‘ews Weekly from the Nation’s Capital 
WASHINGTON, D.C, 


PATHFINDER BLDG. 


ADVERTISING OFFICES: GRAHAM PATTERSON, Publisher | 
Philadelphia. . . . . . 230 West Washington Square 4 
Washington, D. C. Pathfinder Bldg., 2414 Douglas St. | 
New York ... . . . Room 2013, Graybar Building 

Chicago ..... Danes 2101, 180 N. Michigan Ave. 


Detroit . . . . Room 5-267, General Motors Building 
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Likes New Feature Page 


To the Editor: A short note to 
express to you my appreciation for 
the valuable service extended 
hrough your Voice of the Adver- 
tiser column in ADVERTISING AGE, 
which lends many new ideas about 
advertising. 

Also, a compliment is due you 
on the new section containing the 
columns “Dear Joe;” “This Busi- 
ness of Ours;” and “The Pay-Off.” 
Thanks again for an up-to-the- 
minute newspaper, and find check 
enclosed to renew my subscription 
for the next two years. 

MARTIN HIMMEL, 

Assistant to the President, 

Vitamin Corporation of Amer- 

ica, Newark, N. J. 


Lumber Editorial 
Brought Quick Results 


To the Editor: I noticed your 
editorial in the Feb. 28 Apvertis- 
ING AGE under the heading “Lum- 
ber Doesn’t Advertise.” Since then 
you undoubtedly have received an 
announcement with respect to the 
advertising campaign which is 
being launched on behalf of Weld- 
wood plywood and perhaps will 
be surprised that your editorial 
seemed to have such prompt re- 
sults. 

What you say about the lumber 
industry is undoubtedly true but 
as you have learned from our 
announcement, the plywood indus- 
try which is a branch of the lum- 
ber industry is taking quite a 
different position. 

RIcHARD S. LOWELL, 
Advertising Manager, United 
States Plywood Corporation, 
New York. 

[Editor’s Note: A picture of one 
of the ads in the new U. S.-Mengel 
Plywoods series for Weldwood 
plywood appeared in the “Photo- 
graphic Review of the Week,” AA, 
March 6.] 


Reports Ads’ Effect in 
Janesville’s Bond Drive 


To the Editor: I am enclosing a 
scrap book which shows a portion 
of the publicity carried in the 
Janesville Gazette promoting the 
4th War Loan drive. Most of this 
publicity pertains to the bond auc- 
tion program sponsored by the 
Gazette’s radio station WCLO. 

We would like to call your 
attention to the front page tear- 
sheet in the scrap book, dated 
Feb. 14, carrying two bond stories. 
One story is headed, “City $225,664 
Short of Goal”—the other refers 
to the bond auction to be held on 
the radio that same night. 

Though the quota we set for the 
bond auction was not met that 
night, individual sales were so 
definitely stimulated that by Sat- 
urday of that week, Feb. 19, the 
city had gone over its quota for 
individual sales by more than 
$10,000. 

The stimulus produced by the 
radio bond auction was electrify- 
ing in the community. It was the 
talk of the city and the surround- 
ing area for the entire week fol- 
lowing the show. The spirit of 
the people throughout the week 
as they bought their bonds, seemed 
to be of an entirely new sort. We 
had changed the appeal from the 
patriotic, somber approach to 
something that brought a volun- 
tary response unlike anything we 
have experienced in the previous 
bond drives. 

Janesville, Wis., has probably 
lost more men in the _ second 
world war than any other com- 
munity its size in the United 
States. Ninety-eight men out of 
the 192nd Tank Battalion at Ba- 
taan came from here. A picture 
page in the scrap book carries 
photographs of these men. We 
have since lost, percentage-wise, 
our share of men just as any 
other community. ‘Typical of this 
effect on our local institutions is 
our own. On our honor roll of 42, 
we have five gold stars. Perhaps 
for this reason, Janesville and its 
county, Rock, have made out- 


This department is a reader’ 


s for 


standing records in the first three 
War Loan drives and in the 1943 
National War Fund drive. 

For a time we thought that the 
4th war bond quota for Janesville 
and Rock County was going to be 
impossible to meet—and there is 
absolutely no question as to the 
effectiveness of the daily full page 
ads and other publicity carried in 
the Janesville Gazette and the 
large number of radio programs 
carried over its station WCLO. 

Janesville made 209% of its 
over-all goal in the 4th War Loan 
drive! Individual sales were $106,- 
243.59 over the quota! 

SipneEy H. BLIss, 

President, Gazette Printing 

Company, Janesville, Wis. 


FTC Lacks Imagination, 
Reader Avers 


To the Editor: On the front 
page of your March 6 issue you 
carry a story which is puzzling to 
say the least. 

The headline reads, “Appliance 
Field Unlikely to Expand, FTC 
Asserts.” And the story proceeds 
to relate that the Federal Trade 
Commission feels manufacturers 
are too optimistic in anticipating 
a tremendous postwar expansion 
of the household appliance field. 

This dash of cold water is puz- 
zling because, it seems to me, it 
contradicts the comment of an- 
other federal agency. Abner H. 
Ferguson, commissioner of the 
FHA, told a postwar clinic meet- 
ing of the Mortgage Bankers As- 
sociation of America not long ago 
that there will be “a backlog of 
two million housing units annu- 
ally for ten years after the war.” 
And Sweet’s Catalog Service 
speaks of an enormous backlog of 
business consisting of projects 
ranging from $6,000 residences to 
apartment buildings, hotels, edu- 
cational buildings, etc. 

Are the occupants and owners 
of these 20,000,000 homes and 
thousands of buildings going to 
illuminate their rooms with kero- 
sene lamps, sweep with hand 
brooms, crank the gramophone for 
entertainment, depend for news 
on periodicals, mail and over-the- 
fence gossip, and attend to wash- 
ing, ironing, etc. by manual labor? 
Are the floor lamp, vacuum 
cleaner, radio, electric refrigerator 
things of the past, to be installed 
in the Smithsonian Institution? 

The FTC is probably sincere. It 
merely lacks imagination. The 
imagination of free enterprise — 
the imagination of the American 
public, American manufacturers 
and American advertising men. 
My dear FTC, this country is not 
returning to the artisan age; its 
mind, its hands, its labor will be 
creatively released and _ inspired 
by the newer and greater elec- 
trical age which is waiting for the 
last gun to be fired. When our 
boys return from the various 
fronts their victory will be 
crowned by a Better Way of Life 
which plastics, chemicals and elec- 
tricity will make possible. 

EMANUEL JACOBY, 

General Manager, The Jacoby 

Organization, New York. 

[Editor’s Note: It was precisely 
because the FTC report ran sc 
contrary to all other analyses of 
the postwar electrical appliance 
market that ADVERTISING AGE gave 
so much emphasis to the report. 
We do not endorse its conclusions, 
by any means. ] 


Proofreader Tripped, But 
Anderson Said It Anyway 


To the Editor: We were espe- 
cially interested in your excellent 
treatment of the article, “U. S. 
Business Plans Broader Campaigns 
jin Latin America,” in your Feb. 
|28 issue. Several persons here 
|}commented favorably on it, and 
have requested copies. 
| Incidentally, the article credits 
la certain statement to Mr. Nel- 
|son. Presumably you meant Nel- 
| son Rockefeller rather than Don- 
ald Nelson. Several have asked 
|whether it was the latter’s state- 


um. Letters are welcome. 


avertising Age, 


ment. Actually, however, it was 
made by W. A. Anderson (for- 
merly with the Ayer, Kudner and 
Maxon agencies), head of the 
CIAA advertising section. 
JosEPH A. JONES, 
Advertising Section, Office of 
the Coordinator of  Inter- 
American Affairs, Washington, 


F 


Ad Man Is Adamant 


To the Editor: Second the mo- 
tion! The Ad Man can’t just drop 
us like an old warn-out doll after 
toying with our affection during 
the past year. 

If he’ll follow the suggestion to 
write his “Diary of an Ad Man” 
at least once a month, I'll still 
agree that he’s a swell egg—other- 
wise he’s a stinker. 


D. MATURO, 
Nutrena Mills, Inc., Kansas 
City, Kan. 


GETS AWARD—Carl Van Doren, noted author and historian (left) is shown 
accepting the Award for Distinguished Merit given to the “American Scrip- 
tures" by the National Conference of Christians and Jews, as the outstanding 


program series of 1943. The “American Scriptures" are featured during the 

intermission period of the New York Philharmonic-Symphony concerts sponsored 

by the U. S. Rubber Co. each Sunday over a nationwide hookup. Dr. George 

N. Shuster, president of Hunter College, is making the award as T. H. Young, 
ad director of U. S. Rubber, looks on. 
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We asked: “Whct station do 


“a . 
ycu listen to most? In a recent nation-wide, all-county survey, 


people were asked: 
SAID 


MORE PEOPLE ANSWERED 


“WMAQ” 


THAN THE NEXT 3 
STATIONS COMBINED! 


WMAQ 


CHICAGO 


‘‘What radio station do you 
listen to most?”’ 


In the Chicago area— America’s second larg- 
est market—42% of the thousands who an- 
swered named WMAQ. This overwhelming 
choice of WMAQ is greater than that ac- 
corded to all other Chicago network outlets 
combined, 


This fact is a fitting tribute to the great 
shows, the expert production and the fine 
transmission which are characteristic of 
NBC’s key Midwest outlet. 

To blanket the 2,855,700 families in the 
Chicago area—to cut a cash slice of this 
$3,500,000,000 market—astute advertisers 
place their local and spot campaigns on WMAQ. 


America’s No. 1 Networ* 


They all tune to the 
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THE NEW YORK TIMES MAGAZINE 


new reduced 


page size ef- 


fective with 


the issue 


May 28,1944 


the reduction in page size from 
200 lines on five columns to 170 
lines on five columns is being put 


(2)make it possible to accommo- 
date more advertisers than 


would otherwise be possible. 


MECHANICAL REQUIREMENTS 


page is 5 columns, 101/,4 inches (2) columns 121/09" 


wide by 121/s inches deep; 170 (3) columns 


lines to the column; 850 lines to 


the page. @)cotumns ..... 


page (3 columns) . 6 1/s”x 121/s” 
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Hamilton Appointed 

Lloyd L. Hamilton, formerly 
vice - president and advertising 
manager of the Pacific Coast edi- 
tion of the Wall Street Journal, 
has joined Fielder, Sorensen & 
Davis, West Coast transit adver- 
tising organization, as manager of 
its national department, repre- 
senting the New York Subways 
Advertising Company. His head- 
quarters will be in San Francisco. 


Homasote Names Filiurin 

Joseph Filiurin, formerly with 
Shain & Co., Boston, has been 
named New England representa- 
tive for the Homasote Company, 
Trenton, N. J., maker and dis- 
tributor of the Beaufort Miracle 
sole and a complete line of modern 
shoe parts. He will make his head- 
quarters in the company’s recently 
opened office at 210 Lincoln St., 
Boston. 


Chicago Supports 
Campaign to 
Lure Air Wacs 


Chicago, March 7.—Army air 
force recruiting personnel stepped 
up the tempo last week of their 
regional campaign to enlist Ameri- 
can women in the Air Wac. 

Support of publication, radio, 
outdoor and car card advertisers 
is being sought for the drive. Criti- 
cal need of the Army, and par- 
ticularly the Army air forces, for 
this type of “manpower” is dem- 
onstrated, officials say, by the fact 
that the Air Wacs are now doing 
more than 86 war-winning jobs. 
Additional volunteers are sought 
not to replace but “to serve side 
by side with the men” of the Army 
air forces on non-combat duty. 


Marshall Field & Co. currently 
is featuring in its Victory Center 
a large Air Wac exhibit. Full- 
page newspaper space gave initial 
support to the exhibit, and Air 
Wac participation in radio broad- 
casts has lent additional impetus 
to the show, as 
well as to the 
recruiting pro- 
gram in gen- 
eral. Leading 
advertiser exec- 
utives, together 
with those in 
printing, media 


and agency 4 
fields, have also f 
pitched into the F 
campaign. To- AIR WAC: 


gether with the 

production of other important re- 
cruiting “tools,” they cooperated in 
publishing a new 16-page “Be an 
Air Wac” booklet which describes 


No single station, no amount of power, can deliver the loyalty, the 
intense “listening interest,” of this, Maryland's “all home” Network. 


You only have to know local geography and local 
customs to know why the Eastern Shore is as different 
from Western Maryland as day is from night. And 
neither have too much in common with Baltimore. 


WFBR is Baltimore, WBOC is the voice of the 
Eastern Shore, and WJEJ is the magnet of the Hagers- 
town market of Western Maryland. 


When the big political candidates are out for votes, 
they don’t try to do it with a Baltimore station alone. 
They use the Maryland “‘all home’”’ Network because 
they know the full power of local interest. 


MARYLAND NETWORK 


FOR INFORMATION - RADIO STATION WFBR, BALTIMORE 


Actually, Maryland’s ‘“‘all home’’ Network can cost 
less than a single large station. With quantity dis- 
counts it’s often considerably less! 


GREATER INTEREST — LOWER COST 
Yet look at what you get: Baltimore’s favorite sta- 
tion plus the two really vital non-Baltimore stations 
with their intense local interest and loyalty! A com- 
bined ‘‘all home” market of over 2,000,000 people. 


The Maryland “‘all home”’ Network is truly one of 
the great buys still left open in radio! 


the service in detail and carrig 
an enlistment application blank, 

Local advertisers and nation 
companies with headquarters jp 
or near Chicago have been aske 
to use small mats of a “Joip 
Now—Air Wac!” symbol or stamp 
in their copy, the design including 
a profile of an attractive Air Wac 
Proofs and mats of these minia. 
tures are available in four sizes 
Radio advertisers, agencies anj 
stations also were asked to include 
Air Wac and other air force per. 
sonnel on available programs. Sgt 
Victor K. Lespinasse, of the Army 
air forces, active as a civilian in 
advertising in New York and Chi- 
cago, is developing the Chicagy 
program, which supplements the 
current national Wac campaign 
handled by Young & Rubicam, 
New York. Chicago headquarter; 
are at A913 Insurance Exchange 
building. 

Recruiting appeals to be used in 

the national campaign were out- 
lined here recently at a meeting 
of Y&R representatives with Wac 
recruiting personnel from all sec- 
tions of the country. A planning 
board for Wac recruiting, made up 
of high ranking Army personnel, 
was announced. 
Need for strong promotional 
work was demonstrated by a Y&R 
survey which showed that inertia 
was the greatest bar to enlistment 
of Wacs, since 26% of the pros- 
pective recruits questioned ad- 
mitted that nothing was prevent- 
ing them from joining. Both the 
national and regional enlistment 
programs are intended to break 
down this resistance. 


Names La Brum & Hanson 


La Brum & Hanson, Philadel- 
phia agency, has been named to 
handle the advertising and public 
relations campaign of the Phila- 
delphia Convention and Tourist 
Bureau. 


POST WAR DIESEL 
MARKET SURVEY FREE 


Woe quoted by the press 
and business magazines ‘‘The 
Post War Diesel Market” by 
Charles F. Foell, Editor of 
DIESEL POWER AND DIESEL 
TRANSPORTATION, and staff, 
is now free to you for the asking. 


produced this 14-page 
report in response to the insist- 
ent demands of manufacturers, 
engineers, designers and dealers 
in equipment required by the 
Diesel Industry. He had received 
many requests by letter, phone 
and telegram for such informa- 
tion and prepared his report to 
answer all questions being sent 
direct to “Diesel Headquarters. 


I, is equally valuable to firms 
now a part of the Diesel indus 
try and to others who propose 
to explore the limitless possibili- 
ties of the Diesel as a post wart 
business building factor. 


For a free copy by return mail 
send your request on your com- 
pany letterhead to— 


DIESEL ac 
PUBLICATIONS, INC. 
192 LEXINGTON AVE 


| 

| | 
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The intense reader interest of the Significant 
People helps explain Newsweek's phenomenal in- 
crease in circulation, in the past six years, of 74%! 


For industrial and commercial adver- 
tisers the Significant People provide an 
unusually fertile market. Consisting 
principally of industrial and business 
executives, the Significant People rep- 
resent a remarkably high portion of 
America’s business purchasing power. 
Newsweek’s broad coverage of the Sig- 
nificant People makes sure your mes- 
sage is exposed to all of the important 
factors in an organization which have 
a bearing on the purchase of your 
product. 

These people are readers of News- 
week because it gives them three valu- 
able features: Impartial reporting, 
news significance, and forecasts of the 
future. Because of this vital editorial 
policy, advertisers also have responded 
enthusiastically. They have awarded 
Newsweek an increase in advertising 
revenue, among general magazines, 
from twenty-second to fifth place in the 
past six years! 


* According to a recent survey, the results of which are being pre- 
sented in a series of advertisements in this magazine. Further 
details on request. 


The average executive reader of Newsweek has 
51.2 people working under him.* 


The average Newsweek reader who owns stock 


has equities in 6.4 companies.* 
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NLGB Gets Account 


Needham, Louis & Brorby, Chi- 
cago, has been named by Stein- 
Hall Mfg. Company, Chicago, to 
handle the advertising of its Hall- 
mark pre-cooked navy beans. Hix- 
son-O’Donnell Advertising, New 
York, handles the product’s adver- 
tising in the Eastern states. 


Cartoonists Show Work 


Latest work of local cartoonists 
is on display in the first annual 
all-cartoon show held by Art Cen- 
ter Chicago at its galleries, 32 W. 


Randolph St., through March 23. 
The exhibition is open daily, ex- 
cept Sunday, from 10 a. m. to 
6 p. m. and on Thursdays until 
9 p. m. 


Simmonds Advances 3 


Lewis S. Hunt, art director, and 
Lee Hammett, copy chief, have 
been named vice-presidents of 
Simmonds & Simmonds, Chicago 
agency. Carmen Guyot has been 
named secretary-treasurer of the 
company. 


Opens Pasadena Office 


Tierney-Hannaford, Advertising, 
has opened an office in the 523 
First Trust building, Pasadena 1, 
Cal., where it specializes in avia- 
tion and industrial advertising, 
intending to branch into other 
fields as wartime conditions per- 
mit. 


Murray to West Coast 


George J. Murray Jr., in charge 
of public relations for Tide Water 
Associated Oil Company’s eastern 
division for several years, has been 


named public relations representa- 
tive for the company in southern 
California. 


Joins Goldsmith Agency 

E. Doris Armstrong has joined 
the executive staff of The Gold- 
smith Company, Providence, R. L., 
agency. 


WINS Names Raymer 


Paul H. Raymer Company has 
been named national sales repre- 
sentative for Station WINS, New 
York. 
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Evening . . . lights flash on in TULSA . . . “Oil Capital of the World” . . . 
“Little New York of the West” . . . richest per capita market in the State 
. . « trade center of the vast right side of Oklahoma, (where live 54% of the 
population with 52% of the buying income) . . . and where two newspapers 
cover 43% of the families! Yes, a rich market . . . a splendid opportunity | 
for the advertiser . . . and . .. if it hasn't been included in YOUR advertis- 3 
ing budget . . . youve got a kick coming! | 


TULSA WORLD 


Oil CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 


Brewing Industry 
to Expand Plants 
After the War 


New York, March 7.—At least 
three out of every five brewing 
companies which revealed their 
postwar plans in a survey just 
completed by American Brewer 
plan to expand their plants and 
install new equipment after the 
war ends. 

Of the 108 companies which 
responded to the questionnaire 
sent out by the industry publica- 
tion to a total of 463 firms, 61% 
said they would expand their 
plants; 31% said they would not; 
and 8% did not disclose their 
plans. 

The survey also gave a break- 
down of the industry’s advertising 
expenditures in 1941, the most 
recent year available, showin 
that brewers spent $21,000,000 in 
all media. The survey indicates 
that if advertising appropriations 
keep pace with sales increases in 
the past two years, a 22% increase 
over the 1941 advertising figure 
may be expected in the year after 
the war. 


Equipment Needed 


Of the companies answering the 
questionnaire, 28 said they would 
expend funds set aside for new 
equipment the first year after the 
war; 13 said they would spend 
75% of such funds; 26 said 50%; 
and six said 25%. Among items 
of equipment badly needed, the 
companies listed barrels and kegs, 
bottling plant machinery, trucks 
and refrigeration plants. The sur- 
vey also revealed that many com- 
panies plan to use cans more 
widely than ever before when tin 
is again available. 

One-third of the group gave fig- 
ures revealing they plan to spend, 
in the aggregate, $4,720,000 on 
plant and equipment in the first 
two years after the war ends. 


EDWARD PETRY 4 NATIONAL 
€C0,, INC. REPRESENTATIVES 
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Housekee 


Editors meet in Good 
Housekeeping's Textile 
Library to select fabrics 
to be featured in Good 
Housekeeping's fashion 
pages. Left to right, 
Margaret Stone of the 
Fashion Department, 
Martha Stout, Fashion 
Editor, Ethel R. Duhan, 
Textile Librarian, and 
Katharine Fisher, Director 
of Good Housekeeping 
Institute. 


@ Fabrics and garments ore laundered in Good Housekeeping 
Institute's Laundry Laboratory by typical home methods, 
to find out whether theie service qualities and construction 

meet consumers’ needs and requirements. 


® Good Housekeeping Instifute’s Textile Laboratory where 


technical investigations ore made of the service quality 
of fabrics and garments. 


Whot a visitor sees desk in the Good 
Textile Library. 
: 


...a hew service to the millions we serve 


the Good Housekeeping Textile Library . . 


HE GROWING consumer demand for better 

quality in textiles and clothing is being given 
new support by the creation of Good Housekeeping’s 
Textile Library. 


An earnest champion of textile dependability, Good 
Housekeeping is planning its fashion pages with more 
than fashion in mind. Nothing is shown unless the 
fabric meets our requirements for such qualities as 
resistance to fading and shrinkage, ease of care and 
other service values. 


The Textile Library makes it possible for us to con- 
form to this editorial policy with greater efficiency 
than ever. 


How the Library Functions 


As soon as new fabrics are produced, they will be 
supplied to the Library by leading mills and con- 
verters. From this cross-section of the country-wide 
market, the outstanding fabrics in each price range 
and type will be selected and catalogued for the 
Fashion Department's inspection, providing a con- 
stant central source for fashions to be illustrated on 
the magazine's pages. 

Good Housekeeping’s textile laboratory and laun- 


dries will investigate fabrics before the final selec- 
tion is made. Thus our fashion editors can build 


their pages on the basis of fabrics which meet Good 


Housekeeping’s requirements; will know each one’s 
record of performance even before it is made up into 
ready-to-wear. 


What It Means to You 


With the facilities of the Good Housekeeping Tex- 


tile Library, we will be able to acquaint stores with 
our fashion editorial plans far in advance of their 
retail selling dates. In this way, both retailers and 
manufacturers will have a better opportunity to work 
with mills and converters in taking advantage of 
Good Housekeeping’s editorial features. 


In addition, they will be better able to take advantage 
of Good Housekeeping’s Facts-First Fashion Tags 
which will identify the textiles in all garments shown 
by Good Housekeeping. These tags will indicate what 
service qualities were found in the fabrics and what 
care — laundering or dry cleaning — is needed, carry- 
ing the full benefits of the entire program straight 
through to the consumer. 


Like so many of the services offered by Good 
Housekeeping, the Textile Library is unique in the 
magazine field. The idea behind it follows right 
along with our general editorial policy of providing 
our service departments with the best means for devel- 
oping useful and sound information for our readers. 
It should also strengthen the entire industry in its 
drive toward better quality textiles. 


ald 
ew 
the 
ond 
ms 
> Peer elt eee 
eat 
i> 
7 
4 
vo 
\ 
The Homemakers’ Bureau of Standards 
WAL 
\TATIVES 


Metzger to Swertfager 

John J. Metzger has joined the 
art department of the Walter M. 
Swertfager Company, New York 
agency. 


Forestry Group Launches 
$250,000 Survey 


What effect the war is having 
upon the nation’s forests and for- 
est lands and what will be their 
condition when hostilities cease 
will be studied in a $250,000 fact- 
finding survey launched by the 
American Forestry Association, 
Washington, D. C., publisher of 
American Forests. 

Over-all objective is to provide 
at war’s end a fund of factual 
information upon which state and 
national questions of forest con- 
servation, management and land 


Such 


economy may be decided. 
a basis, the association maintains, 
is essential if the many public and 
industrial interests concerned are 
to be given proper consideration 


in postwar 
grams. 

The appraisal will be carried 
forward in cooperation with state, 
regional and federal agencies. 
Among the lines of study proposed 
are (1) recapitulation of forest 
and farm woodland surveys, with 
an inventory of timber, growing 
stock and forest lands; (2) owner- 
ship and management of forests 
by federal, state and private class- 


reconstruction pro- 


ifications; (3) extent and character 
of forest drain since 1940; (4) 
utilization trends, with particular 
attention to wartime uses and 
peacetime possibilities; (5) mar- 
keting of forest crops; (6) public 
attitude toward forest resources 
and industries; (7) permissible 
postwar drain—silvacultural, qual- 
ity and other economic factors; 
(8) scope and effectiveness of for- 
est legislation with reference to 
protection, perpetuation and utili- 
zation of forest resources; and (9) 
ownership problems and trends. 


* 


General Mills, Inc., Minneapolis, 
Minn., has sent to former employes 
now in the armed services a folder 
pocketguide, 2% x 3 inches, titled 
“Your Job with General Mills 
After the War,” which tells what 
steps they should take, when de- 
mobilization is under way, to re- 


AMERICA’S 


Right the Palm your Hand 
LARGEST MARKET 


This recapitulation is from the continuous survey conducted 


in North Jersey by “The Pulse of New York” (cooperatively paid 
for by ALL najor stations in this area), covering an impartial 
study of ‘4 hour ratings from 12 Noon to 6 P.M. for THE 


Dallas, Toledo, 


ENTIRE YEAR OF 1943! Ask to see it today! 
National Representatives (Outside New York Area) Spot Sales, Inc. 


“DOLLAR FOR DOLLAR 
NEW JERSEY’S 
BEST RADIO BUY” 


*Do you realize this market contains over 34% mil- 
lion people; more than these 14 cities combined: — 
Kansas City, Indianapolis, Rochester, Denver, Atlanta, 


Omaha, Syracuse, Richmond, 


Hartford, Des Moines, Spokane, Fort Wayne. 


Advertising Age, March 13, 1944 


enter the company’s employ. Gen- 
eral Mills has initiated a $20,- 
000,000 postwar program looking 
toward the creation of jobs for 
returning service men, new jobs 
and more jobs for others, and 
expansion into new lines of en- 
deavor. 
* 

The Zimmer-Thomson Corpora- 
tion, Long Island City, N. Y., is 
sending questionnaires to licensed 
airplane pilots and owners to de- 
termine the extent of a postwar 
market for a low cost, automatic, 
constant-speed propeller for light 
and medium-powered aircraft that 
has been developed by its aircraft 
specialties division. Named Iso- 
Rev, the propeller was developed 
for the air forces, but adaptations 
are being made for postwar pri- 
vate use. 

American industry should wel- 
come the opportunity of obtaining 
Swedish wood pulp and iron ore 
after the war, declares Rolf von 
Heidenstam, chairman of the 
Swedish Trade Mission which op- 
ened informal talks with business 
leaders in Chicago March 1, after 
visiting New York, Washington, 
Detroit and several Canadian cities 
in an effort to explore the possi- 
bility of Swedish - American ex- 
change of goods and raw materials 
when the conflict ends. 


That the engineer will enjoy “a 
golden age” in the postwar world, 
with the ability to provide un- 
dreamed-of abundance and secur- 
ity to all peoples, was the con- 
sensus of 15 engineers and educa- 
tors at a conference on “The Engi- 
neer in the Postwar World,” 
called March 4 in New York by 
the Research Bureau of Postwar 
Economics. With technological and 
scientific development affording 
the “most potent source of power 
over men that exists in the world 
today,” they foresaw rising over 
the ruins of the war bright, 
new cities and factories creating 
strange, new things, while the 
world may grow smaller as a re- 
sult of new advances in transpor- 
tation. Possibility of a railroad 
linking this country with Moscow, 
via Alaska and Siberia, was ad- 
vanced. 

An objective picture of the 
graphic arts industry is contained 
in the fourth edition of PAC in 
Print (Printing and Advertising 
Clinics in Print), issued by the 
General Printing Ink Corporation, 
New York. The informative book- 
let, titled “The U. S. Department 
of Commerce and the Graphic 
Arts Industry,” carries articles on 
“Postwar Markets for the Graphic 
Arts Industries”; “How the De- 
partment of Commerce Serves the 
Graphic Arts Industries”; “Useful 
Data on Printing and Publishing 
and Related Industries’; and “Gen- 
eral Statistics for Printing and 
Publishing and Related Indus- 
tries.” 

The PAC has also released a re- 
print of a timely study titled “A 
Plan for Building Your Postwar 
Printing Business Today,” which 
offers the printer a practical pro- 
gram which will help him prepare 
now for postwar opportunities. 


Bank debits show a flow 
of business far above 
state and national 4” 
erages. Write for com 
plete information. 
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SISH AND PO! was the basic menu of old Hawaii. 


But today the diet of the Island people is just as varied as that 
of the Mainland. Of even greater importance is the fact that the 
appetites of Hawaii are more brand-conscious than those of any 
other American community. 


Right now, your efforts to promote the sales of your foods 
in Hawaii may be hindered by production and shipping problems. 
Likewise, our desire to give you significant facts and statistics 
about Hawaii’s concentrated population, and its growing appetite, 
is thwarted because of necessary military censorship. 


However, the time will come when this information can be 
released. In the meantime — Pin-up Hawaii on your sales map. 
Let it constantly remind you that Hawaii is just as American in 


\ 


its conversation, cating, and grocery-buying habits as your home 
town. When the time comes for you to enter, or re-enter Hawaii, 
remember that the newspaper that will carry the sales message 
about your food products most directly to the housewives is the 
Honolulu Star-Bulletin. And here’s the reason —in Honolulu, 
where the concentrated population of Hawaii is, the Honolulu 


Star-Bulletin has a carrier delivery to nine out of ten homes. 


Honolulu Star-Bulletin 


OVER 115,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO PORTER DICKINSON, ASSISTANT GENERAL 
MANAGER, HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES 
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WPB Rule Against 
Cross Hauling of 
Cement Is Dropped 


Washington, D. C., March 10.— 
WPB yielded to Congressional and 
industry pressure today and aban- 
doned the controversial regulation 
on the cross hauling of cement, a 
restriction which was regarded in 
some quarters as a potential threat 
to national sales organizations and 
national advertising. 

While the restriction on cement 
was nat in itself of particular im- 
portance to marketing people, the 
argument on which the regulation 
was based attracted considerable 
attention. 

In attempting to restrict move- 
ment of Portland cement by di- 
viding the country into 93 market- 


ing areas, WPB asserted that it 
would save 500,000,000 ton miles 
of transportation annually. The 
entire experiment was sharply at- 
tacked in a special report of the 
Senate Truman committee last De- 
cember, which asserted that “the 
difficulties surrounding this sub- 
ject are such that it would be 
much better to make increased ef- 
forts to expand and improve the 
facilities of the railroads rather 
than attempt to cope with the 
situation by cumbersome artificial 
restrictions.” 


Urges Voluntary Action 


Reflecting the fears of marketing 
people that the regulation would 
be extended to nationally mar- 
keted products, such as beer, the 
Truman committee asserted that 
the shock to our domestic economy 
and marketing system “would, as 
to many things, outweigh the sav- 


Soothsayer 
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See Future Sales \ 
Opportunities 


In All WWL-Land 


START PROFITING NOW 


Economists and analysts say 
that Southern prosperity is 
here to stay. Start with WWL 
now to win your share of the 


booming market. Millions of to cover this profitable area. 


NEW ORLEANS 


50,000 WATTS 


families in five Southern states 
listen to the sales appeals of 
smart WWL advertising. WWL 


is the only medium you need 


ings.” Agreeing that transporta- 
tion should be reduced, the com- 
mittee suggested voluntary action 
by shippers and transport agencies. 


Asks for Saving Program 


In withdrawing the cross haul- 
ing restriction, WPB asked cement 
manufacturers to participate in 
such a voluntary saving program 
under a recently revised version of 
haulage request TR-2, which 
grants immunity from antitrust 
laws for shippers who share trans- 
portation facilities with their com- 
petitors, and purchase, exchange 


or loan materials to their competi- 
tors for the purpose of saving 
transportation facilities. 

The Truman committee pointed 
out that free use of transportation 
had permitted a high degree of 
specialization so that from the raw 
material stage to delivery of the 
final product an intricate maze of 
back and forth movements has de- 
veloped. This freedom of move- 
ment had made distant markets 
accessible, the report said, with 
nationwide advertising in maga- 
zines, newspapers, radio and out- 
door playing an important role. 
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Launches Shoe Campaign 


E. P. Reed & Co., Rochester, 
N. Y., maker of Matrix and Col. 
legebred shoes, has opened its 
spring campaign with color pages 
in Harper’s Bazaar and Vogue, 
and fractional space in Life. In- 
sertions of 460 lines will appear 
in New York City newspapers, to 
be followed by advertising cover 
the signatures of exclusive deal- 
ers in 75 leading cities. Trade 
publications will also be used, 
Geyer, Cornell & Newell, New 
York, is the agency. 


“ 


CLEAR CHANNEL 


THE GREATEST SELLING POWER IN THE SOUTH'S GREATEST CITY 
CBS Affiliate—Nat'!l Representatives, The Katz Agency, Inc. 
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Stan-B Campaign 


Begun in Midwest 


New York, March 7.—Standard 
Brands, Inc., has begun a vigorous 
advertising campaign for its new- 
est product, Stan-B, containing 
vitamin B complex with iron, in 
newspapers and radio covering the 
entire Midwest. A special mer- 
chandising program has been of- 
fered exclusively to the drug trade 
in the territory, featuring a special 
combination deal on which the re- 


tailer makes a 40% profit. 

A schedule of consistent adver- 
tising in 45 newspapers in 11 mid- 
western states and West Virginia 
started March 6. In addition, 
Stan-B will be promoted over key 
stations in these states. 

Copy declares that Stan-B meets 
minimum adult U. S. government 
requirements for vitamins B,, B, 
and iron; the product costs less than 
three cents a day; each tablet is in- 
dividually sealed; and full potency 
is guaranteed. Ted Bates, Inc., New 
York, handles the account. 


Heads Own Office 


Katherine Wellingbrook, for- 
merly with American Institute of 
Baking, has opened a new office 
for public and consumer relations 
at 551 Fifth Ave., New York, to 
represent food manufacturers. 


Klein Joins Cairns 

Benjamin Klein, formerly head 
of Fairchild Publications’ market 
research department, has joined 
John A. Cairns & Co., New York, 
to take charge of the agency’s new 
research department. 


Joins Rapid Electro 

H. H. Fickweiler Jr., Detroit, 
who has been closely identified 
with the graphic arts industry for 
the past 25 years, has been named 
advertising and sales promotion 
manager of the Rapid Electro- 
type Company, Cincinnati. 


Opens Coast Office 

Ray Linton & Co., radio station 
representative, has opened a new 
office in Los Angeles at 403 West 
Eighth St. Robert W. Walker is 
in charge. 


food garden 
all planned for 1944” 


» Re’? rationing caught us unprepared last year. We hadn’t planned on 


through the winter. 


Homes & Gardens.”’ 


much of a garden—in fact we'd never had a large one—when suddenly 

it was necessary to tackle a whopper. But we learned how, when, where and 
what to plant in it soon enough—thanks to Better Homes & Gardens. 

“The way your magazine followed and solved food gardening problems, 

month by month, from planting straight through growing and harvesting, 

certainly made it the indispensable gardening guide for us neophyte gar- 


deners. Sure, we made mistakes, but even so, the food we raised saw us 


“This year we planned our garden early and with the experience gained 
last year and with Better Homes & Gardens to lead us again, we're go- 
ing to make every square foot of soil do double duty. 


“We'll have a bigger and better food garden this year—thanks to Better 


reader needs exactly. 


thanks to 
Better Homes G Gardens!” 


The information which Better Homes & Gardens gives its readers 
on food gardening problems is real down-to-earth help that suits 


Yes, Better Homes & Gardens is the family authority of suburban 
America on gardens—just as it is a trusted adviser on food preparation, 
home repairs, home furnishings, and everything that pertains to manage- 
ment of the home. It’s all a part of the Better Homes & Gardens’ edi- 
torial policy that creates greater readership—and holds it. Meredith 
Publishing Company, Des Moines 3, Iowa. 


Better Homes Gardens 


America’s 


Family -Service 


Home 


Magazine 


THE 


LOUISIANA 


MARKET 


Completely 
Effectively 


AWZ 


A 
SHREVEPORT TIMES 
STATION 
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Book Expounds 
Philosophy of 
Publisher McGraw 


Chicago, March 9.—‘Teacher of 
Business: The Publishing Phil- 
osophy of James H. McGraw,” 
founder of the McGraw-Hill Pub- 
lishing Company and for 50 years 
a leading figure in industrial pub- 
lishing and advertising, has just 


ONE REASON WHY 
“No Burton Browne 
client has a com- 
petitor with better 
advertising.” 


BURTON BROWNE 
ADVERTISING | 
CHICAGO DEL. 3800 


been published by Advertising 
Publications, Inc., publisher of 
ADVERTISING AGE and Industrial 
Marketing. 

The volume, which sells for $1, 
contains the principal papers, lec- 
tures and addresses of Mr. Mc- 
Graw, outlining his basic publish- 
ing and business policies, edited 
and with an introduction written 
by G. D. Crain Jr., publisher of 
ADVERTISING AGE. 

Because many of the papers and 
discussions were presented during 
periods of business difficulties, Mr. 
McGraw’s comments not only pre- 
sent a fascinating picture of the 
emergence of business journalism 
and advertising to its present 
stature, but also are particularly 
stimulating to those considering 
the problems of postwar America. 
The similarity and the differences 
between publishing problems of 60 
years ago and those of today are 
demonstrated in one quotation: 


Apologizes for Advertising 


“The beginning of industrial 
journalism,” Mr. McGraw said, 
“was primitive. The editor’s idea 
was to print a news sheet that 
would convey the gossip of the 


month or week. A certain amount 


of advertising was necessary if ex- 
penses were to be paid, but it was 
sincerely deprecated. The other 
day I ran across an editorial 
clipped from the American Ma- 
chinist of March 20, 1880. It apolo- 
gized for what it termed ‘the 
crowded condition’ of its adver- 
tising columns. 

“‘Our limited space has been 
overcrowded for some months 
past,’ it said, ‘and we have been 
oblised to increase our advertising 
rates. The American Machinist is 
preeminently a reading paper, and 
will be kept so, our intention being 
to make the paper always of one 
uniform size: namely, 16 pages.’ 

“This quotation,” commented 
Mr. McGraw, “gives a good pic- 
ture of the limited editorial con- 
ception of the early days of 45 to 
50 years ago.” 


Wielded Profound Influence 


In his introduction to the vol- 
ume, Mr. Crain declares that now, 
when editorial achievement in the 
business publishing field is taken 
for granted, it is difficult to real- 
ize how the editorial concepts of 
Mr. McGraw set a new pattern, 
and also points out that the prog- 


ress of industrial advertising was 


dependent to a large extent on the 
availability of strong media. 

“Advertisers and publishers 
have worked together,” he says, 
“to build publications which have 
aided business to progress and 
have supplied marketing and pro- 
motion facilities without which in- 
dustry could not have accom- 
plished the development job which 
has constantly confronted it.” 

Mr. McGraw, now 83, lives in 
California, having retired from ac- 
tive business in 1935. 


Dairy Co. Expands 

Beatrice Creamery Company, 
Chicago, has acquired the Inde- 
pendent Creamery & Ice Cream 
Company, Los Gatos, Cal., with 
branches in San Francisco and 
Oakland. The company makes and 
distributes ice cream and other 
dairy products under the trade 
name of Eatmore. 


Joins Alley & Richards 
Woodford C. Rhodes has joined 
the copy staff of Alley & Richards 
Co., New York. He was formerly 
account executive at Parker-Alls- 


ton Associates, Inc. 


PITTSBU 


50,000 WATTS 


tive manner on these programs. 


And well they earned it, in 43, by their stellar participation in Pittsburgh’s 
most-favored participation programs. The almost incredible popu- 
larity of “The Shopping Circle,” conducted by Janet Ross, and 

“KDKA Home Forum,” presided over by Evelyn Gardiner, is attested 

by 110,087 letters received in that year. 


This means that KDKA not only reaches but serves the radio homes in the KDKA 
area.. serves the average home-maker by keeping her abreast of the times 

in a swiftly moving world that bristles with problems.. problems that are 
analyzed, and solved, in an intimate, informal, friendly, and authorita- 


This proved listener-interest, plus well-established buying power, creates 
an ideal low-cost-per-inquiry setup on KDKA. Contact NBC Spot Sales 


for availabilities. 


RGH wowo - 


WESTINGHOUSE RADIO STATIONS Inc 


WGL 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


WBZ + WBZA 


KYW + KDKA 


A WARTIME SUGGESTION — impor- 
tant to men and women in the services 
adds its value to this new display card 
for Sheaffer's Skrip. The display was 
created and lithographed in full color 
by Forbes Lithograph Co., Boston. 


Shoe Industry 


Urged to Tell 
Its War Problems 


New York, March 7.—The shoe 
industry was urged to undertake 
an organized public relations pro- 
gram to help the public understand 
its wartime problems by Robert 
M. Ganger, vice-president of 
Geyer, Cornell & Newell, in a 
speech before a meeting sponsored 
by the National Shoe Retailers As- 
sociation, at the Waldorf-Astoria 
today. 

“Because of the scarcity of ma- 
terials, restrictions, rationing and 
insufficient manpower, the shoe in- 
dustry has important public rela- 
tions problems,” Mr. Ganger said. 
“If the people knew more about 
the industry, there would be less 
irritation over rationing, shortages 
of lines or styles, or service in the 
stores.” 

Mr. Ganger praised the industry 
for “keeping America the best- 
shod nation in the world” in the 
face of serious wartime difficulties. 

Reviewing recent changes in in- 
come groups, employment, and 
purchasing power, Mr. Ganger said 
that business men must recognize 
and appraise these new conditions. 

“We must face the fact that our 
distribution patterns of the future 
will be a lot different,” he said; 
“that national, sectional and local 
markets will be scrambled, and 
that important new buying habits 
are being formed.” 


Edwards Joins Evans 


Warren Edwards, formerly pub- 
lisher of the House Furnishings 
Review, has been named space 
buyer for Evans Associates, Chi- 
cago. He succeeds R. W. Classen, 
who will devote a major part of 
his time to present and postwar 
market analysis and client rela- 
tionships. L. G. Willcox, formerly 
director of research and media, 
will remain as director of research. 


Selling’ To Women While 
They’re Young 
by GIRL SCOUTS 


\ 
fig 


195 East 4gth Sereet, New York 17 


Grow along with us! 


225,000 ABC! 


MEMBER OF THE YOUTH GRHUP 
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a Commanders, Staffs, Procurement Divisions; to 
yut Air Bases, Commanders, Staffs: to Military Avi- 
~ ation Factories and employees; to Government 
he Aviation Schools, Commanders, Staffs: to Pilots 
ey and Mechanics: to Ambassadors or Ministers 
st- and Staffs: to Air, Military, Naval, Commercial’ 
= Attaches, Consulates: to Governmental Depart- 
in- ments of Civil Aeronautics: to Airports, Execu- 
- tives, Engineers and Employees: to Fixed Base 
ize Operators, Civil Aviation Schools and Staffs: to 
P 
ce Air Transport Companies, Executives, Oper- 
ure ations Superintendents, Pilots, Mechanics and 
o Employees: to Aero Clubs and their Members; 
nd to Commercial and Private Pilots and Plane 
its Owners: to Companies and Individuals inter- 
ested in Aviation: to Importers, Distributors, 
Manufacturers, Engineers, Manufacturers’ Rep- 
ub- resentatives: to Aviation Divisions of Oil Com- 
“ panies: to Chambers of Commerce; in short, to 
hi- Everybody in Latin America interested in 
- aviation, and in what you have to sell in that 
met AE growing and prosperous market. REVISTA 
= An . «+ printed in Spanish and AEREA teaches the people who can do business 
= circulated throughout South America, Central with you — the people you want to reach. Its 
oo America, Mexico and Cuba to Government editorial content and the type of advertising it 
Presidents, Cabinet Members, Staffs; Governors carries bears out this statement: “If you have a 
of States or Provinces and other Officials and quality product to sell in Latin America, you can 
Employees: to Military and Naval Air Corps sell it through REVISTA AEREA.” 
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Heads Own Agency 

Frances G. Guilford, formerly 
account executive of Alfred J. Sil- 
berstein, Inc., New York agency, 
has resigned to open the Guilford 
Advertising Agency in the Empire 
State building April 1. Among 
the accounts of the new agency 
are Lanman & Kemp - Barclay 
Company, maker of Reuter’s soap 
and Florida water, and the Sala- 
mandre Silk Company, manufac- 
turer of drapery and upholstery 
fabrics. 


WHO SAID RADIO 
CAN DO IT? 


if you want to SELL the Megro market you 
have to REACH it effectively and econom- 
ically th h their first line media THE 
NEGRO PRESS! Yes, haps you are over- 
looking the 7 billion dollars spent veorty by 
American Negroes. You'll be surpri a 
how easy it is to cover these spending mil- 
lions at a very low cost. Write today to 
Interstate United Newspapers, inc., 545 Fifth 
Avenue, New York 17, New Yor' 


and we'll 
send you some ponies profit-revealing facts 
about this growing fie d. 


Add to your clues to the postwar 
competitive situation in the appli- 
ance field: there were 15 oil burner 
manufacturers in 1926, most of 
whom went out of business during 
the next 20 years. Now there are 
40 planning to sell in this field. 


* 


On the West Coast, Sunday 
newspaper predates, consisting 
principally of The American 
Weekly and Puck—the Comic 
Weekly, are now selling for 25 
cents each, and selling! The price 
has moved up from 10 to 12 cents, 
to 15, 20 and 25 cents without any 
apparent influence on demand. 


The recent order cutting alloca- 
tions of pulp to some book paper 
mills by 4.5% was merely a cor- 
rective measure to take care of 
inequities, and probably will not 
cause any serious change in avail- 
ability of magazine paper. But all 
is far from smooth sailing on the 


paper front. Army demands have 
increased greatly, waste paper col- 
lections have not been as large as 
they should, and many magazine 
publishers are rescheduling their 
operations to take care of another 
cut which they very much fear 
will go into effect in the second 
quarter. 

You can start forgetting about 
the 4th War Loan drive and start 
thinking about the fifth. It will 
be held during the summer, and 
the Treasury is already lining up 
magazine publishers to contribute 
their Fourth of July covers to the 
drive, probably by using the flag 
theme which has been used for 
the past two years on millions of 


July magazine covers. 
* * * 


its appliance lines, and Zenith 
Radio’s announcement that it posi- 
tively will not extend itself into 
the home appliance field but will 
look for new products strictly in 


Stewart-Warner’s recent sale of 


the field of radionics, are signifi- 
cant straws in the wind. With 
many peacetime appliance produc- 
ers planning to extend their lines 
broadly, and with multitudes of 
war-expanded manufacturers ex- 
pecting to enter the appliance field, 
it gives every promise of being the 
most chaotic of all fields after the 
war, with a mortality rate during 
the first ten postwar years that 
will probably exceed 100%. 


The new MBS policy confining 
all commercial religious programs 
to Sundays before 1 p. m., EWT, 
effective Sept. 14, has not been 
taken lightly by the Lutheran 
Layman’s League, whose “Luth- 
eran Hour” is broadcast now from 
1:30 to 2 p.m. After 11 consecu- 
tive years on Mutual, this group is 
angered by Mutual’s action. Gos- 
pel Broadcasting Association, which 
airs two hour-long shows after the 
1 p. m. deadline, doesn’t know yet 
what action it will take. 


Out-of-court settlement of three 
suits pending between Procter & 
Gamble and Lever Bros. Company, 
ending all litigation in patent and 


don't 


Have wartime shortages and disrupted markets caused you to give up or 
neglect your contacts? If they have, you may regret it when Victory comes. 
For, once folks forget your brand and your product, your task of rebuilding 


give up! 


lost prestige will be long, arduous and costly. 


Even with no merchandise available, you must keep up your point-of-purchase 
contacts. Insure instant peacetime demand for your goods by continuing 


reminder displays throughout the duration. 


Heed the sales. lesson learned in the first World War: Stick to your guns... 
Remind today, constantly, those on whom your success will depend tomorrow! 


dauntless perseverance. 


For years, through disappointments, delays, rebuffs, 
discouragement and disillusionment Alexander 
Graham Bell struggled on to ultimate triumph over 
every mechanical and financial obstacle. Today a 
gigantic network of millions of telephones consti- 
tutes the veritable nerve structure of American 
Industry — the eternal monument to one man’s 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


CHICAGO e 


DETROIT 


JERSEY CITY 
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unfair trade practice disputes, js 
believed to have involved an ex. 
tensive payment by P&G. One in. 
terested industry onlooker who 
knows the details said the sum 
“took my breath away.” 

* * 


The present paper shortage jg 
getting tougher and tougher on the 
subscription sales agencies. The 
latest bulletin of Franklin Square 
Agency, one of the country’s 
largest, advises agents that new 
subscriptions cannot be accepted 
for Cosmopolitan, Esquire, Good 
Housekeeping, Harper’s Bazaar, 
Mademoiselle, Nation’s Business, 
Town & Country, and a number of 
business papers. House Beautify] 
won’t take either new or renewal] 
subs from agents. In addition, 
American Home, American Maga- 
zine and Better Homes & Gardens 
won’t take new subs for less thay 
two years. 

* * 

One of the complications of ad- 
vertising’s development as a 
“young man’s business” is the 
number of draft-eligible key men 
in agency work. Right now Uncle 
Sam’s military boys are breathing 
heavily on the necks of at least 
three big agency principals and 
owners. 

Nobody can figure out for sure 
why the pancake flour business 
should slump every once in a 
while—as it has this season. Her- 
man A. Groth of Aubrey, Moore 
& Wallace, Chicago, which handles 
the account of the McKenzie Mill- 
ing Company, Quincy, Mich, 
maker of buttermilk pancake flour, 
is inclined to attribute the cause 
to “a subtle thing—the butter 
shortage.” He points out that peo- 
ple are used to having their flap- 
jacks taste a certain way—usually 
well buttered. With that spread 
scarce, pancake lovers have grown 
a bit cold toward their favorite 
cold weather dish. 


WCOL Makes Changes 


Kenneth B. Johnston, president 
of Station WCOL, Columbus, 
since 1934, has assumed the post 
of general manager in charge of 
all operations, and Frank N. Jones, 
on the station’s sales staff for sev- 
eral years, has been named its 
national sales representative. The 
station has expanded and re- 
modeled its studios. 


Change Club Name 


The Broadcast Sales Club of 
Toronto has changed its name to 
Radio Executives Club of Toronto. 
C. W. Wright has been elected 
president; Harry E. Foster and 
Walter Elliott, vice - presidents; 
Walter Enger, secretary; and J. R. 
Beattie, treasurer. 


og 


In the most important city and in the leas! 
impressive county, public school teachers art 
reading their state magazine. And ™ 
magazine is authoritative, dependable, ™ 
fluential. 

That is why the 42 state teachers’ magatit® 
represent such an important medium for ae 
vertising. Individually, in groups, or #%* 
whole, they reach teachers in an acceptable 
frame of mind. 

Your message will not only influence 700,00 
teachers, but through them 25,000,000 
children, and millions of American homes 
Let us tell you more. It's an interesting st" 
(Did you get your copy of “Warering * 
Roots of Free Enterprise?"') 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, 


307 N. Michigan Avenue, Chicago |, Wie 
An association of 42 state teachers agaa™ 
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ADVERTISING 


PRIVATE 


The policy that says: “nothing but the 
English metropolitan press when it comes 
to buying newspaper space”’...is the closed 
door that stands between your open mind 
and a great newspaper buy. Open the 
door ...and look at The Polish Daily News 
with an OPEN MIND. The Polish Daily News 
is different... has long since out- 
growntheclassification of “another 
foreign language paper” .. . for 
it is a great metropolitan news- 
paper... DETROIT’S ONLY 
FOREIGN LANGUAGE DAILY. 
And Detroit is different. There 
is a huge Polish city of 360,000 


population within the city of 


Detroit. And because Detroit cannot really 
be covered without The Polish Daily News 
this daily carries more national lineage 
than any other foreign language paper 
in America! These facts and figures are 
given to OPEN YOUR EYES AND YOUR MIND 
to the truth about a powerful advertising 
medium you may have been miss- 
ing. If you want the tremendous 
earning power of Detroit's huge 
Polish market behind your prod- 
uct . . . you want The Polish 
Daily News in your Detroit news- 
P, paper advertising set-up. Write 
r for our “Open Mind, Closed 
Door” brochure. 


You Can't Really Cover Detroit Without The 


POLISH DAILY NEWS 


1550 E. CANFIELD, DETROIT 7, MICH. 


Frank Januszewski, Publisher 
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DEAR JOE .. . . BUSINESS CHART OF THE WEEK 


. . . . THE PAY-OFF . .. . OTHER FEATURES... . 


Dear Joe 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Pardon the interruption—by Uncle 
Sam. You were right in the middle of 
writing an ad—and the whistle blew. It 
was a war whistle. You slipped out of 
your sport suit into “something sporty in 
khaki.” It’s a little wrinkled now—and 
you've got a few more wrinkles in your 
brow, too. (We won’t forget that when 
you get back.) 

When the shooting 
dies down a little 
overthere, you 
wonder what’s going 
on back home. 

Well, Joe, people 
are sobering up a 
lot. It’s hitting 
pretty close to some 
of them. It’s getting 
right down to their 
own neighborhoods. 
The war isn’t far 
away any more. And 
they know the difference between what is 
important and what is not. Even the 
rich are feeling funny about throwing 
those big parties. There’s more herring 
than caviar being served. 

The big change is that people are begin- 
ning to worry about what you G. I. Joes 
will think of them when you get home! 

And they are going to arrange things 
so you'll like it. You'll find the folks 
better balanced when you _ get back. 
More practical. More reluctant to listen 
to fairy tales in their ads. 

That’s the big difference, Joe. 

While you’ve been away, people have 
been looking at the ads with a more criti- 
cal eye. Sometimes one of you G. I. Joes 
comes back from the fighting, like a fel- 
low I heard at a meeting of the War 
Advertising Council at the Waldorf last 
week—who didn’t pull any punches about 
some of the ads the boys didn’t like. 

My guess is that advertising will get a 
lot more hard-boiled after the war. 

Good advertising is written out of life 


Joe Katz 


itself. 


And life has been tougher and 


harder during this period of war. 

Those ladylike men won’t look so good 
in the ads when you get back, Joe. You 
wouldn’t put one of them in one of your 
ads when you get back, would you, Joe? 

And you won’t worry so much about 
grammar when you write those ads, Joe. 


“Dont beg ‘em, 
Uncle Sam” 


Thoughts of a soldier over there on the occasion 
of the Fourth War Loan 


‘Waa the radio cid going to be enather Wer 
Bond Drive on back in the States. They're ashing the 
folks to buy extra bonds. Thar's fine. 

You won't get mad, will you, df I give out with « 
gripe? 

Honest, | can't get the whole business. 

My pal got kissed by 2 bouncing Betry—that's 
land mine- aad he's supposed to chap hands because # 
beck home won hiss trom pen-up for purnag 
some money into War Bonds. 

‘That fellow gets back tour tor every three dollars he 
invests now. | get fity a month . . . and no interest! 

Yeah, got kiss, too. From the At the station 
when I pulled out. Had to hiss the kid at home. Marge 
figured he was too young to take along. 

So look, pal—if a lot of razile-dazzle, hoopla and 
drum-beatin’ are needed to sell the finest investment in 
the world —a U.S. Bond —then try and soft pedal to 
the boys out here. 

tt docen't set so good heanng that you got to bit 
guys over the head to get ‘em in the ten per cent payroll 
plan when across ridge Heinic is trying to 
take 100 per cent of your lite! 

Not when you know we Joes slap « good hunk of 
our fity & month into bonds... when 95% of the 
WACS step up to the bond wagon every month. 

‘Course, some of the botheads in my ourft think 


was put on for couple of days at home, some people 
would get the real idea about buying bonds. 


VW they'd lay im a muddy hole for 72 hours, canny. 


they walked through a held hospital 
bomb bit «. f they saw what many guys out here have 
seen, they'd run like hell for those bonds. 

Uf they could get a peep at ther own sons, tor whom 
two-inch thick Porterhouse had to be broed just wo, 
caning K rations for seven straight days — they wouldn't 
need Bing Crosby singing “Any Bonds Today?” to lay 
that cash on the line. 

Well, maybe it isn't the people's fault. Maybe this 
begging and ballyhoo has been overdone. It's sort of grven 
fotks the idea shey're the ones who are the favor! 

Don't they know it’s just as much their job to bay 
for Victory as it is for some of us to die bor in? 

So how about laying off with the ballyhoo? How 
about just saying that this is IT!.. . chat we're going to 
erack Adolf and Tojo this year and that the more 
dough we get up now, the more American boys will be 
standing up when the shooung is over! 

Don't beg ‘em, Uncie Sam! 


maybe df 2 piece of the war ( just « lathe piece, mind you) Don’t put patrgiam on the auction block! 


Written and published in the interest of the Fourth War Loan by 
The Joseph Katz Company, Advertising, New York and Baltimore 


TYPICAL—This 4th War Loan ad illustrates the 
“tough copy" slant advocated by Mr. Katz. 


You're going to write with a sledgeham- 
mer. And you’re going to be mad about 
a lot of things. And when a fellow is 
fighting mad—that’s when he can really 
write, Joe. 

It’s going to be your world, Joe. And 
what you think—that’s what the ads will 
say! 

JOE KATZ, 
President, The Joseph Katz Company, 
New York and Baltimore. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

The other day on New York’s Fifth 
Avenue, I passed Saks’ attractive store 
windows — beautiful and impressive in 
their use of space, color, and design. A 
few steps further, I noticed the windows 
of a chain drug store, crowded with 
scores of articles until it seemed that any 
one item must be lost in the mass. 

I knew what Saks was trying to do— 
primarily, to sell the quality and char- 
acter of the store and, as a plus, to sell 
the item featured. The drug store, on 
the contrary, was trying to sell the 
articles displayed and only incidentally to 
sell the store as an institution. I tried 
afterward to analyze the effect of each 
Store’s windows on me. Saks’ windows 
did not draw me inside to buy anything 
(although they might have reacted dif- 
ferently on my wife) but they did lead 
me to think pleasantly of the store for 
the future. The drug store window re- 
minded me of something I needed and I 
went in and bought it then and there. 

To the mail order advertising man 
there is a rather close analogy between 
these two types of window display and 
the two classes of advertising — general 
and mail order. 

He knows that for best direct results 
he must try for an immediate response 
rather than for an indefinite general im- 
Pression. So he talks directly and simply 
about the prospect’s needs for his product 
and how that product fills those needs. 

€ eschews all frills, worries little about 


the looks of the ad, packs his space or 
time full of selling and action appeals 
and makes buying as simple and easy as 
he can. 

He recognizes that there are companies 
and products which need a different kind 
of advertising—class and beauty and 
long-range impressiveness. Such prod- 
ucts as Lincoln automobiles (when they 
were available), trips to Bermuda, pri- 
vate yachts, etc., may need four-color 
pages and spreads and other Saks-Fifth 
Avenue window techniques—and he en- 
joys these ads. 

He recognizes too that there are other 
classes of products—soft drinks and tooth 
pastes for example—which cannot be 


advertised effectively by his methods. The 


prospect needs to be sold, and kept sold, 
on the idea of choosing one particular 
brand rather than others. Such advertis- 
ing is partially selling and partially re- 
minder advertising. 

But this mail order advertising man 
wonders occasionally if his friends have 
not made too much of a fetish of the 
grandiloquent phases of advertising and 
used them sometimes where more direct 
and simple presentations would be more 
resultful. He learns that the much 
praised Alexander Hamilton Institute 
advertisement of former times, “The 
Years That the Locusts Have Eaten,” 
pulled little in the way of results. And 
he even wonders (if this be treason, make 
the most of it) if that masterpiece of writ- 
ing, “The Penalty of Leadership,” ever 
sold many Cadillacs. 


You Ought Lo 


BEA ADAMS MECCHELLA 
Vice-President, Gardner Advertising Company, St. Louis 


There are any number of reasons why 
you should know Bea Adams. She was 
recently made a vice-president at Gard- 
ner (Erma Perham Proetz, one of adver- 
tising’s shining luminaries, has been a 
Gardner v.p. for many years), she’s one 
of the country’s topflight food copywrit- 
ers, and her bub- 
bling wit and humor 
have enlivened many 
a gathering, in and 
out of the advertising 
field. 

Bea started her 
climb up the adver- 
tising success ladder 
in 1929 writing sales 
and collection letters 
and salesmen’s bul- 
letins for Ideal Sten- 
cil Machine Company, 
across the Mississippi from St. Louis in 
Belleville, Ill. She went to Washington 
U. two nights a week to study advertis- 
ing copy and psychology, and as a result 
of this school work soon found herself 
handling some extracurricular direct mail 
chores for Lammert Furniture Company 
and the Missouri Pacific Railroad, in the 
meantime holding down the advertising 
manager’s job at Ideal Stencil. 

She says she got a yen to go to St. 
Louis in 1934, so landed a copywriting 
job at Stix Baer & Fuller, handling no- 
tions and home furnishings but ending up 
as fashion copywriter. In 1935 she moved 
over to the Star Times as fashion editor, 
writing under the name of Frances Faye. 

In December, 1935, Bea landed at 
Gardner as copywriter on Ry-Krisp and 
she’s been there ever since. “During the 
8% years I’ve been with Gardner,” she 
says, “I’ve written copy on shoes (includ- 
ing coal miners’ shoes where, I am sure, 
the feminine viewpoint is paramount!), 
starch, bags and boxes, but mostly food. 
I’ve been handling Ralston whole wheat 
cereal, Shredded Ralston, Ry-Krisp (all 
national copy as well as professional pub- 
lications and some radio including the 
Elsa Maxwell show), Stokely’s Finest 
Foods (all national copy, label copy, etc.), 
and Pet Milk radio. Am now writing the 
half-hour Saturday morning Pet Milk 
program, copy for home economics jour- 
nals, store displays, and acting in general 
as Erma Proetz’s good man Friday.” 

Does that keep our busy little Bea 
busy? Far from it. Outside of her agency 
writing chores, Bea manages to be a 
member of the St. Louis Fashion Group, 
an extraordinarily active member of the 
St. Louis Women’s Advertising Club, of 
which she was president in 1934 and 1935, 
an immediate past vice-president of the 
Advertising Federation of America, and 
the 1941 winner of the Josephine Snapp 
award for distinguished service to adver- 
tising. She has a lifetime job writing the 
annual Gridiron show for the Women’s 
Ad Club—she has already turned out ten 
of them, including the one coming up 


Bea Adams 


business Chart of the Weck 
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March 23. Last year Bea handled promo- 
tion and publicity for the OCD Nutrition 
Council of Metropolitan St. Louis, and 
handled publicity for the share-the-meat 
drive just before rationing. 

Aside from these minor activities, Bea 
spends an exceptional amount of time 
with her Stromberg-Carlson combination 
and her super-excellent collection of 
symphonic, operatic and classical records, 
and used to be far from amateurish at 
golf and tennis, sports which her crowded 
schedule have forced her to give up 
largely, in favor of ping pong in the win- 
ter and badminton in the summer. 

Bea became Mrs. Mecchella in July, 
1937, the lucky bridegroom at that time 
being a teacher of Spanish and commer- 
cial law at Parks Air College. He’s now 
a captain in Army air corps intelligence, 
and back in this country after consider- 
able service in the Carribean area. Cap- 
tain Mecchella speaks French, German, 
Italian and Portuguese in addition to 
English and Spanish, and is reported to 
have commended Bea’s cooking—and par- 
ticularly her minestrone—in all six lan- 
guages. 

The Mecchella homestead is a colonial 
house in St. Louis County, where Bea is 
currently keeping the home fires burning 
with the aid of her mother and Rowdy, 
a Scotty who complicates Bea’s experi- 
ments in Victory gardening, but makes 
up for his lack of patriotic understanding 
in other ways. 

“One ambition that Captain Mecchella 
and I share is a leisurely trip to South 
America as soon as the shooting is over 
and with that in mind (as well as a few 
improvements on our little b-hive) we’re 
buying war bonds like mad and I am 
studying Spanish so he won’t have to do 
all the talking,” she explains. “I’ll be 
content to be quiet in the places where 
Portuguese is spoken. 

“A new interest I have recently devel- 
oped—purely inspired by Erma Perham 
Proetz—is that of remodeling old clothes 
and hats. Mrs. Proetz has the miraculous 
talent of taking one look at a six-year-old 
hat or dress and knowing exactly what 
to do to turn it into a next year’s model. 
I haven’t progressed nearly that far .. . 
but with her to steer me, I expect to at 
least be a creditable example of how you 
can ‘wear it out, use it up, make it do.’” 


A Nut Talks 


I’m just a little nut that screws 

Upon a bolt that’s welded to 
A flange that holds in place a fuse 
Which Army engineers can use 

To blast out right-of-ways. But say! 
To read the ads about me you'd 

Be led to think the job I do 
Would single-handedly conclude 
The present European feud 

And for MacArthur win the day. 

ORVILLE E. REED. 
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Names Miss Tierney 
Adelaide R. Tierney, formerly 
associate director of publicity and 
advertising for the 1942-43 na- 
tional scrap metals drive and vic- 
tory pulpwood campaigns, and 
previously assistant sales promo- 
tion manager of McCann-Erickson, 
New York, has joined the creative 


staff of Mac Wilkins, Cole & 
Weber, Portland and_ Seattle 
agency. 


FOR POSTWAR PLANNING 


We car? clip all, or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 


BUSINESS 


FARM GENERAL 
PAPERS PAPERS MAGAZINES 


221 N. LASALLE ST., CHICAGO 1, ILL. 


Treasury Asks Aid 
in Stemming War 
Bond Redemptions 


Washington, D. C., March 8.— 
Fearful that a sudden ending of 
the war or reappearance of con- 
sumer goods will bring an unman- 
ageable demand for war bond 
redemptions, Treasury officials are 
asking advertisers to adopt a new 
copy policy designed to persuade 
bond holders to keep their securi- 
ties long into the postwar era. 

Directed particularly against the 
“Buy a war bond now—get that 
new car after the war” type of 
advertisement, the new campaign 
has been summed up in a four- 
page copy guide which warns ad- 
vertisers that “60 million holders 
of E bonds lined up before the 
post offices and banks on the day 
after tomorrow, all shouting for 
their money,” would be disastrous 
to our economic structure. 


A new slogan, “To have and to 


hold,” has been adopted for the 
campaign, which is already ap- 
pearing in newspaper copy and 
radio announcements. The Treas- 
ury has_ scheduled followups 
through the regular OWI and War 
Advertising Council channels 
through June, when the 5th War 
— drive is tentatively sched- 
uled. 


Big Redemption Seen 


While officials insist that the 
redemption rate for war bonds is 
still low enough so that no alarm 
is warranted, E. L. Kilby, assistant 
commissioner of the Bureau of the 
Public Debt, told the House Ap- 
propriations Committee recently 
that 60,000,000 bonds, valued at 
$1,500,000,000, probably will be 
turned in this year. 

As a copy theme for the new 
program, the Treasury has sug- 
gested that the self-interest mo- 
tive may be more successful than 
the patriotic theme used during 
war bond drives. Along these 
lines, the copy guide proposes: 
(1) It can be pointed out that you 
lose money when you turn in 
bonds; (2) When you _ save 
through the payroll savings plan, 


you accumulate money which will 


“THE TIME HAS 


COME,” 


ee many lives were lost to the enemy who 
occupied the Benedictine Monastery on 
Mount Cassino. Time was up. 


On Feb. 6th, twenty-five 105 mm. shells were 
each packed with 550 paper leaflets. They 
were set to burst just over the building. 


The leaflets read: ‘The time has come when 
we must train our guns on the Monastery.” 


Warnings to civilians to evacuate followed. 


Paper did the job. Paper alone could do it. 
When radios are forbidden, signaling out- 
lawed, all news channels closed, paper alone 
can take the printed message to the places 
where it is most needed. 


A high-powered propaganda offensive, for 
instance, is now being waged by tons of 


leaflets dropped between the bombs on every 
air raid on German cities. 


But the propaganda fight is but one of 
paper’s many war jobs. 


“Try paper,” say the orders when a bottle- 
neck looms up. 


Consequently, paper is doing uncounted jobs 
it never thought to do. From ammunition to 
airplane wing tips, from draft board forms 
to front-line ration packages—paper is now 
part of every phase of war. 


Making a thousand miles of paper a day, as 
we do, we see paper and pulp products de- 
veloping for even wider uses. Proved in the 


emergencies of war, we believe that paper 
will play far larger parts in many new de- 
peacetime 


partments of 
industry. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17, N. Y. 


WESTERN. SALES OFFICE: 35 E. Wacker Drive, Chicago 1, Ill. 
MILLS AT: Rumford, Maine; West Carrollton, Ohio 


act as a cushion through the post- 
war reconversion period. 

Most important, the Treasury 
admits, is the necessity of provid- 
ing a definite objective for bond 
buyers, but the guide cautions that 


WAR BONDS to Have and to Hold 


this must be a long term objec- 
tive. Use, “plan a retirement in- 
come,” or “education for the chil- 
dren,” the Treasury suggests, but 
avoid mention of definite consumer 
goods. 


Ad Proofs Sent Out 


“The more we can shift a bond- 
holder’s objective away from that 
of planning to buy everything in 
sight the minute it’s available, 
the better off both he and the 
country will be,” the Treasury 
says. “The best war bond adver- 
tising will be that which persuades 
a man that the smartest thing he 
can do is to increase his stake in 
this country and to insure his own 
future by buying and holding onto 
every single war bond he can.” 

Proofs for nine newspaper ads 
based on the “To have and to 
hold” theme have already gone out 
and 10 more are scheduled by May 
8. Four ads have been included 
in a general magazine schedule, 
with a special packet for farm 
papers, industrial and retail pub- 
lications, and outdoor posters. 
Typical of the titles are “Some- 
thing to pin on your conscience,” 
“Cut yourself a piece of the 


world,” “The kid who trapped a 
college education,” and “Let ’em 
hatch, brother.” 


Tests Plastics 


A test program for recording the 
properties of laminated materials, 
to standardize specifications and 
to determine “best use” applica- 
tions has been launched at the re. 
search-test center at Johns Hop- 
kins University, Baltimore, under 
the sponsorship of the laminated 
section of the National Electrica] 
Manufacturers Association. 


Issues Film on Salt 


“Invaluable Ingredient,” a sound 
film in Technicolor, has been pro- 
duced by the Leslie Salt Company, 
Newark, Cal., for presentation in 
schools and before clubs. The 
film, taken at the company’s 
25,000-acre plant, portrays modern 
methods of producing salt by solar 
evaporation, the oldest known 
process. 


Cancels WGAC Contract 


Mutual is not renewing its affili- 
ation contract with WGAC, Au- 
gusta, Ga., and effective June 13 
will discontinue all program serv- 
ice to that station. WRGA, Rome, 
Ga., which recently joined the 
Mutual network, will begin its 
affiliation March 12, when line 
service into Rome will be com- 
pleted. 


Nargus to Meet in June 


The National Association of Re- 
tail Grocers will hold its annual 
convention June 4-7 at the Palmer 
House, Chicago. Ways of achiev- 
ing maximum efficiency in war- 
time operation and constructive 
postwar plans will be discussed. 


Gets Hotel Account 


Hotel Victoria, New York, has 
placed its account with J. R. Kup- 
sick Advertising Agency. Copy 
scheduled in 20 cities stresses the 
need to make advance reserva- 


tions. 


optional dates. 


THANKS 


FOR YOUR COOPERATION 


Newsprint rationing has brought about 
many new problems. One of the most 
disturbing is the limited amount of ad- 
vertising space available in each of our 
daily and Sunday issues. 


In order to permit our advertisers to 
present their sales messages consistently 
to Akron Buyers we are compelled to 
shift insertion dates and ask for extended 


Advertisers and Agencies have been 
most kind in helping us rearrange our 
schedules . . . such cooperation more 
than deserves our thanks. 


Represented By: 


STORY, BROOKS & FINLEY 


New York Philadelphia Chicago 
Cleveland Los Angeles Atlanta 
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Six Papers Join ANPA 


Six daily newspapers became 
members of the American News- 
paper Publishers Association in 
February, bringing the total ANPA 
me:nbership to 639. The papers 
are Advertiser and Journal, 
Montgomery, Ala.; Star, Peoria, 
Ill.. News, Iron Mountain, Mich.; 
Gazette and Nevada State Journal, 
Reno. 


Necktie Group 
Maps Display Contest 

Retail stores throughout the 
country have been invited by the 
Tie Fabrics Association, New York, 
to take part in a Father’s Day 
window display contest. Con- 
testants have been urged to dis- 
play. in connection with the con- 
test, the official Father’s Day 
poster, which declares, “The 
strongest of bonds—your dad and 
your country. Buy a bond for 
Father’s Day.” 

Prizes for the best windows as 
selected by the judges—who will 
be editors of business papers in 
the men’s wear field—will be a 
$200 war bond for first place and 
a $100 war bond for second place. 


WANTED 
TWO ASSISTANT 


ACCOUNT 


_ Must be good idea 


men, good copy writers 
| and have personality to 


| contact clients as in 
this agency assistant 
account executives 
soon develop into con- 
tact men. 


Must have disposition 
to fit harmoniously into 
rapidly growing and 
fast moving agency. 
| Age 26 to 35 preferred. 
| Agency experience de- 
| sirable. 


Please make applica- 
tion complete in first 
letter giving education, 
religion, experience, 
age, draft status, salary 
bracket, photograph, 
| samples and further de- 
_ tails you wish to send. 
_ No interview granted 
until after the applica- 
tion letter has been re- 
ceived. Replies held 
Strictly confidential. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 
dvertising Agency 
TERMINAL TOWER 
CLEVELAND 13, OHIO 


Brennan Made V.P. Anderson to Agency Bans Irregular Units Hukar to Lawson 


John E. Brennan, with Outdoor Eric Anderson, formerly with American Home, New York, will} George Hukar, formerly with Un- 
Advertising Incorporated, New/|the advertising department of the|no longer accept insertions larger |derwood & Underwood, has joined 
York, since 1931, has been named | Winnipeg Tribune, has joined the|than % page in other than regular! Lawson Studios, Chicago commer- 
vice-president in charge of in-|public relations department of|units of eighths, quarters, halves 


cial photographer, in charge of the 
dustry relations. | Spitzer & Mills Ltd., Toronto. and full pages. illustration department. 


What Hitler 
Didn’t Know Did 
Hurt Him... 
That in 2 Years € 


DETROIT ALONE 


Would Produce Over 14 BILLION DOLLARS 
Worth of War Goods 


ITLER’S great blunder was in overnight Detroit became the Arsenal of 
underestimating America’s as- Democracy . . . producing in two short 
tonishing capacity and will to produce. years FOURTEEN BILLION DOL- 
He forgot all about Detroit. On Feb- LARS worth of war materiels, or more 
ruary 10, 1942, the last automobile rolled than the value of our entire national 
off assembly lines and acetylene torches debt in 1918. No... Hitler apparently 
began slashing up millions of dollars forgot Detroit. But he knows about it 
worth of costly machinery. Almost now ...and how. 


Don’t YOU Make The Mistake of Underestimating Detroit 


As a market, Detroit is as great as its industrial capacity. But 


don’t overlook this . . . as great as Detroit is today, so will it be 
when a peaceful world again demands of it . . . automobiles . . . 
trucks... planes... boats... refrigerators... vacuum clean- 


ers, etc. Don’t underestimate Detroit in your present and post 
war plans. Get a real hold on the area with The Detroit Free 
Press . . . Detroit’s only morning newspaper. Use the power 
of the press... The Detroit Free Press to SELL Detroit. 


Free 


Story, Brooks & Finley, Inc., Natl. Representatives 


€ 
d a | 
the 
ials, 
and 
ica- | 
)p- 
ated 
ated 
rical 
affili- 7 : PpRODUCTIO Py \ 

chiev- | 
war- 
‘uctive 
4 
k, has 
. Kup- 
Copy 
ses the 
»serva- 
| 
| 
v 
| AR pitied Bue 
ago 
| 


Joins Kuttner & Kuttner 


Ed Grossfeld, formerly with 
Hart Schaffner & Marx and the 
Kalom Company, has joined Kutt- 
ner & Kuttner, Chicago agency, a 
account executive. 


SNPA Meets Sept. 25-27 


The Southern Newspaper Pub- 
lishers Association will hold its 
1944 convention at the Arlington 


Hotel, Hot Springs, Ark., Sept. 
25-27. 
Hasten the 
Return of Peace. 
Buy More 


War Bonds Now. 


ty ART K 


LIMA. 


Capital Conference Warns 
Ad Men on Sales Copy 


Washington, D. C., March 9.— 
|The carpet-eating New Dealer is a 
casualty of war, and business is 
yout of the doghouse. This truth, 
advanced by the administration, 
‘has been accepted by Eric Johns- 
ton, the enterprising young presi- 
dent of the U. S. Chamber of 
Commerce, and it probably has 
been accepted, too, by the 235 
business and advertising execu- 


By STANLEY E. COHEN, Washington Editor 


tives who were wined and dined 
here yesterday. 

Largely because of the advertis- 
ing industry’s record in transmit- 
ting war information messages to 
the public in understandable 
terms, the old bugaboo that ads 
were the unwanted step-child 
among channels of information 
has been put to rest. This was 
amply confirmed this week when 
the nation’s top civilian and mili- 
tary authorities took time out to 
talk with advertising men. 


But there was a serious purpose 
and moral in the Wednesday ses- 
sion which should not be over- 
looked. Fearing that reconversion 
of industry from war to peace 
might mean wholesale reconver- 
sion of advertising from institu- 
tional and war information copy to 
sales copy, the War Advertising 
Council called the advertising 
leaders down here to indoctrinate 
them with the idea that there is 
no need for all-out promotion ad- 
vertising in the near future. Par- 
ticularly, the Council has feared 
that as consumer goods begin to 
appear on the market, advertisers 
will forget that the war informa- 
tion job remains incomplete. 

Donald Nelson summed up the 
message of the day when he told 
the group that limited conversion 
will be coming along soon, but that 
extensive reconversion must await 
the defeat of Germany. He warned 


Write 


gives an author 
the three goals that all of us 
seek: prestige, a fine audience, and 
good money. 

The Cosmopolitan writer can- 
not snuff out a surge of satisfaction 
over being part of an unparalleled 
team of writers. One cannot help 
feeling that at last he is in the big 
league when his words are enclosed 
between covers which also contain 
the likes of Somerset Maugham, 
Sinclair Lewis, Louis Bromfield, 
Edna Ferber, Adela Rogers St. 
Johns, Harry Brundidge and 
others. No other magazine can 
pack half such lustre. 


| It has a simply astonishing circu- 
lation for an expensive magazine. 
When you consider that over a mil- 
lion persons pay 35¢ for it at the 


in addition to the 


newsstands, 
countless mail subscribers, you ap- 
preciate the appeal it has to a liter- 


ate, well-to-do audience which 
writers want to reach as avidly as 
do advertisers. It is a quality maga- 
zine done in the wholesale manner. 


The money is important, of 
course. If there are any proudly 
starving writers in the world, who 
do not want to earn an income 
commensurate with their gifts, I’ve 
never met one. Money is a writer's 
yardstick, his slide-rule, his barom- 
eter. I’ve written for a lot of mag- 
azines, but none paid me as well as 
Cosmopolitan. This is, as I said, 
one of the three reasons why every 
issue of Cosmopolitan today 
amounts to a slick paper Hall of 
Fame. 


pondent, 


UNPRECEDENTED — Newsstand buyers spent more for February Cosmopolitan 
than they ever spent for a single issue of any A.B.C. Magazine — 1,192,000 copies at 35¢! 


Like 


Bob Considine had been widely known as 
a gifted sports writer when Cosmopolitan 
discovered that he writes sparkling fiction, 
too. Since then he’s been 
has co-authored 
Over Tokyo” 
now under contract with M-G-M to write 
a forthcoming movie. 


= == | 


a war corres- 
“go Seconds 
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that the transition would take at 
least six months, and added that 
“Efforts to beat the gun on the re- 
turn to civilian business will be 
unavailing.” His message was: 
“You can contribute most to the 
winning of the war by continuing 
to demonstrate the all-out charac- 
ter of your participation in the 
war and by self censorship to 
avoid disparaging the other fel- 
low’s contribution.” 

When the business men and ad 
men who went through that 13- 
hour precision schedule of meet- 
ings return to their desks they will 
be greeted with War Advertising 
Council proposals for new war in- 
formation campaigns. In making 
their decisions they should re- 
member some additional observa- 
tions from Eric Johnston, who 
commented: “Business may be 
out of the doghouse, but it is only 
a step from the master’s bedroom 
to the kennels.” 


Turn-About: OWI says impor- 
tant officials who addressed the ad 
men would not cooperate unless 
the procedure was “off-the-rec- 
ord,” but Washington news men, 
aware that responsible authorities 
disclose little confidential informa- 
tion before such large groups, are 
suspicious of this type of proce- 
dure, for they find that officials 
will use the “off-the-record” im- 
munities to indulge in opinions 
they would hesitate to defend in 
print. 

Beyond that, news men object to 
such sessions because they supply 
rumors for distribution by the tip- 
sters and other speculators who 
operate on Washington’s flourish- 
ing black market in news. In the 
past, the military have been the 
most helpful contributors to this 
sub rosa activity, so it is some- 
what strange to see OWI feeding 
the black market in the present 
instance. 


Preview: The Truman commit- 
tee made some statements this 
week which should point up the 
problem the War Advertising 
Council has in instilling a sense of 
urgency in advertisers who want 
to get back to selling: 

War Production: The major bat- 
tles have been won. While some 
special weapons such as _ long- 
range combat aircraft are critical, 
leading production officials assure 
the committee that the bulk of the 
initial equipment and supplies for 
the War Department will have 
been manufactured within 60 to 90 


days. Thereafter, the need is re- 
placements. 
Reconversion: Increasing sup- 


plies of materials and a higher 
rate of cancellations of contracts 
make it evident that materials will 
|soon have to be released for fur- 
ther civilian production. 

Restrictions should be relaxed 
to permit manufacturers who have 
labor, but no war orders, to use 
all available surplus materials for 
whatever civilian goods they 
please. Government should keep 
its restrictions to a minimum and 
control only a few complicated 
articles such as household appli- 
ances. 

Warning: The war is still to be 
fought. Maj. Gen. Lucius Clay, 
director of material for the Army 
service forces, says civilian pro- 
| duction for the second quarter of 
1944 had to be held down to per- 
_mit adjustments in production as 
minute-to-minute battle needs dic- 
| tated. Commented Gen. Clay: 

“We are facing an invasion that 
will involve our military forces in 
|perhaps the greatest effort they 
| have yet been called upon to per- 
form.” 


Coming: War Department audit- 
|ing officials will soon receive de- 
tailed instructions on such subjects 
|as the proper allowance for prod- 
|uct advertising in contract termi- 
‘nation settlements. Under the 
|Baruch standard termination 
|clause, manufacturers will receive 
consideration for advertising com- 
/mitments made in anticipation of 
|revenue from war work. 

Fight: King-Trendall Broadcast- 
ing Corporation, owner of Station 
WXYZ, Detroit, and other Mich- 
igan stations, will appear March 
15 to oppose the proposed FCC 


rule requiring national and re- 
gional networks to record all 
| broadcasts. Mutual and CBS also 


| oppose the rule; Blue objects, and 
| NBC asks that it be modified. 


Campaign: OWI will release 
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three newspaper ads in April on a 
local sponsorship basis to promote 
tire conservation. 


Quote of the week: To publisher 
protests that pulpwood has been 
diverted from newsprint mills, 
WPB’s Harold Boeschenstein re- 
torts: “Scores of other U. S. in- 
dustries have diverted production 
and jeopardized their future cus- 
tomer and distributor relationships 
in supporting the war effort. .. I 
am sure that neither the news- 
papers nor the newsprint manufac- 
turers are being asked to carry a 
disproportionate or unjust share of 
the burden compared with others, 
and I am sure, too, that both the 
publishers and newsprint manu- 
facturers are willing to share in 
these burdens and cheerily do 
their part.” 


Don’t believe: That Secretary of 
the Treasury Morgenthau will re- 
sign; he will stick to his job and 
spend more time on war bond 
tours, unless F. D. R. asks him to 
leave. It is true: that war bond 
redemptions are increasing. Re- 
demptions topped $200,000,000 in 
December, 1943, but fell to $184,- 


"geo 
Sewn o af & 
= 
2 
— 
© > 
n 
= 
sas 
= 
~ 
@ 
= 
Om S 2 
Qe eisss 


BASIC BLUE 
AND MUTUAL 
5000 WATTS 
COLUMBIA 
5000 WATTS 
MOINES 


Represented by the Katz Agency 


ae 8. 
— 


= 


DES 


800,00 in February, 1944. In De- 
cember, 1942, they were only $54,- 
700,000. However, large as these 
figures are, they are only less than 
1% of the outstanding obligations, 
so Treasury officials do not feel 
they are cause for alarm. 


Facts: In the Bureau of the 
Census “Facts for Industry” series, 
you can get new reports on: lum- 
ber production, consumption and 
stocks, 1940-1944; industrial dia- 
monds, imports, 1929-1940, and 
sales, 1941-1943; portable pneu- 


matic and electric tool sales, 1942- 
1943. Tobacco: Withdrawals of tax 
paid cigarets for the 1942-43 fiscal 
year jumped from 217,000,000,000 
to 245,000,000, and that does not 
include tax-free cigarets for troops 
overseas. Cheap cigars fell off 
400,000,000, but higher priced 
brands were up 300,000,000. The 
1942 tobacco crop brought the 
highest price in history, nearly 
40% above 1941. 


No: OPA put thumbs down on 
manufacturers of furniture and 


consumer goods who attempted to 
add markups to ceiling prices by 
establishing new jobbers and mid- 
dlemen. Rubber: Even airplane 
manufacturers have been asked to 
substitute other materials for Neo- 
prene, the synthetic rubber prod- 
uct which WPB recently refused 
to provide for use in girdles for 
the girls. 
% * 

Addenda: Soldiers have bought 
$75,000,000,000 worth of insurance 
from the government. More than 
10,000,000 policies have been writ- 
ten. . . Glass container manufac- 


turers predict that severe quota 
restrictions in the new glass con- 
tainer limitation order will mean 
a surplus of 2,500,000 gross of 
glass jars in 1944. . . Baby rattles 
and teething rings may now be 
made from nitro-cellulose plastic. 


Faithorn Corp. Moves 


The Faithorn Corporation, Chi- 
cago ad-setting, engraving and 
printing company, has moved to 
larger quarters at 400 N. Rush St. 
number is WHltehall 

00. 


—National 


Generalized Spring and Autumn Storm Paths 


Resources Board report. 


THE OKLAHOMA PUBLISHING COMPANY: 


Generalized Winter Storm Paths 
—National Resources Board report. 


GOOD WEATHER ISLAND 


Spotlighted in a rift in the nation’s storm 


paths, Oklahoma falls naturally into the num- 


ber 1 spot as a wartime aviation center. 


Here at the east-west and north-south cross- 


roads of the international air map is located the 


biggest and most modern of Douglas’s aircraft 


plants, an installation which Donald Douglas him- 


self describes as “too fine and too modern to be 


junked” when peace brings an inevitable slack- 


ening in aircraft production. 


Here at Mid-America stands the largest air. 


depot in the allied world and the model depot 


in the world-wide set-up of the Air Service Com- 


mand of the army air forces. 


Men with sales charts will supplant men with 


bombsight blueprints . . . cargoes of gas masks will 


be replaced with cargoes of washing machines... 


in the post-war air. But Oklahoma City’s wartime 


place in the sky is likewise “too fine and too mod- 


ern to be junked” when this transition takes place. 


THE FARMER-STOCKMAN 


WKY, OKLAHOMA CITY * 


260,000 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


REPRESENTED BY THE KATZ AGENCY, INC. 


KVOR, COLORADO SPRINGS * KLZ, DENVER (Affiliated Mgmt.) 
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Names Katz Agency Coudere Promoted 

Leonore Doskow, silversmith, Albert F. Coudere, formerly as- 
Montrose, N. Y., has appointed the | sistant advertising manager, Pa- 
Joseph Katz Company, New York, | cific Coast edition, Wall Street 
to direct advertising for its line ot | Journal, has been named adver- 
handcrafted sterling silver. tising manager. 


|'Mandarin Names D&B 


Davis & Beaven, Los Angeles, 
has been named to handle the 
account of Mandarin Food Prod- 
ucts, packer of Nu-Trishus meat 
balls. 


BEST 


Beurmann to Agency 

Briggs E. Beurmann, formerly 
an executive on the personnel staff 
of the Cadillac Motor Car Divi- 
sion, has joined Brooke, Smith 
French & Dorrance, Inc., Detroit 
and New York agency. He will 
take over sales promotion and 
creative work on automotive ac- 
counts. 


Krohne to Katzinger 


James N. Krohne, formerly 
director of advertising and public 
relations of the Cardox Corpora- 
tion, has been named director of 
advertising and consumer relations 
for Edward Katzinger Company, 
Chicago, maker of A & J kitchen 
tools, Geneva forge cutlery, Sta- 
Brite flatware and Ekco baking 
pans. 


Issues Rate Card 


New World Illustrated, Toronto, 
has issued a new rate card, effec- 
tive March 1 (May issue). Rates 
have been increased an average 
of 21% although circulation in- 
creases have brought the total sale 
above the 100,000 level on which 


THE DISPATCH COLUMBUS, 


previous advertising rates were 
based. 


are the Grade 


{f They’re the leaders of tomorrow, 


.* these model boat builders of today... 


and they’re Journal Juniors, too! 


bp JOURNAL JUNIORS, whose current 
membership is 60,000 eager boys and girls, 
and whose entire membership during its two 
decades of existence is well over 600,000, is 
purely a voluntary organization. There are no 
dues, no special incentives offered. Members do 
not even have to subscribe to The Journal. These 
boys and girls join because they want to.. . 
because the Journal Juniors is their organization. 


In 1927 The Journal sponsored the first Journal 
..Junior Model Boat Regatta for Portland boys 
and girls; invited industrial arts instructors of 
Portland schools to cooperate. The response was 
widespread and enthusiastic and has continued 
for 17 years. 

As a result model boat building is today a 
regular project of 7th grade youngsters in their 
industrial arts classes. Right now in a Portland 
school some boy is building a model boat that 
will break records in the 18th Annual Model 
Boat Regatta this June. e 


Model boat building is only one important 
Journal Junior project. The Oregon Journal 
Juniors, both girls and boys, participate in a host 
of activities. In addition to their daily column in 
The Journal, they have radio programs, model 
airplane races, pisy stamp collectors’ clubs, 
baton twirling, dancing, Victory Gardening and 
dozens of others. All are wholesome, healthy out- 
lets for youthful imagination and enthusiasm. 


ONLY a newspaper like The Journal would 
originate such an organization and keep it alive 
and growing for almost twenty years .. . keep it 
free from any type of commercialism. It took vision, 
organization and understanding. The Journal feels 
that giving an outlet for the energy, talents and 
ambitions of boys and girls is an important function 
for a home newspaper . . . just as important as 
keeping their parents informed of what's going on 
in the world from day to day. Another reason why: 


if you lived in Portland you'd read... 


THE JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Represented Nationally by REYNOLDS - FITZGERALD 
Member: Metropolitan and Pacific Parade Groups 
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Keyko Margarine 
to Be Promoted 


in Expanded Drive 


Detroit, March 9.—With distri- 
bution of Keyko margarine ex- 
tended feur-fold in less than a 
year, Shedd-Bartush Foods, Inc., 
will step up advertising of the 
product this month in efforts to 
widen the market and consolidate 
gains already made. 
Little known in the national 
market a couple of years ago, 
Keyko now has general distribu- 
tion east of the Mississippi. Its 
manufacturer is spending $25,000 
a month promoting the margarine 
and introducing other food prod- 
ucts in markets outside the home 
state. 
The enlarged advertising pro- 
gram calls for third-column ads in 
Good Housekeeping, starting in 
May, with other magazines to be 
included if space is available. 
Two-thirds pages in color are 
being used in Woman’s Day, with 
the catchy headline, “ ‘Better’ it 
Starting this week, 
the company will add 24-sheet 
posters throughout Michigan and 
in Buffalo, Syracuse and Toledo, 
and car cards in Chicago. Radio 
also is to be used, with chain 
breaks scheduled on 50 stations. 
Uses Newspapers Intensively 
The company has used intensive 
newspaper campaigns along with 
radio to solidify the market in cer- 
tain areas after introduction of 
the product. For example, in the 
Pittsburgh area last year, 18 news- 
papers and six radio stations 
plugged a special Keyko free 5- 
cent coupon introductory offer 
during a 10-day campaign. Florida 
and western New York state were 
similarly covered later. About the 
middle of this month, the Louis- 
ville, Lexington, Owensboro and 
Evansville salient will be the tar- 
get for an intensive campaign. 

Shedd’s Old Style fish and meat 
sauce is breaking into the national 
market this month, making its 
bow via a small-space ad in the 
March Esquire. Another product 
about to widen its horizon is 
Shedd’s Corn Muffin Mix which is 
being introduced in six cities out- 
side Michigan by means of a sub- 
stantial newspaper campaign which 
also covers the home state. 

Fred M. Randall Company, De- 
troit, is the agency. 


with Keyko.” 


Hipgrave Advanced 


E. C. Hipgrave,-formerly adver- 
tising manager of the Class “A” 
Weeklies of Canada, Toronto, has 
been named managing director of 
the group. 


Obern Heads Sweets 
Food Division Sales 


Earl R. Obern has been named 
sales manager of the newly formed 
grocery division of the Sweets 
Company of America, Hoboken, 
N. J., maker of Tootsie Rolls. It 
was formed to facilitate marketing 
of Tootsie V-M, a new vitamin- 
mineral milk fortifier, in grocery 
channels. 

Insertions in New York metro- 
politan newspapers ranging from 
100 to 500-line ads are being run, 
promoting the “Dick Tracy” Blue 
Network show. Duane Jones Com- 
pany, New York, handles the ac- 
count. 


10 BILLION AIR-PASSENGER MILES 
500,000 AIRSHIPS IN 1950! 


1170 BROADWAY NEW YORK 1, N.Y 
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Tells How Butle 
Loose-Leaf Lists 
Replaced Catalog 


Chicago, March 7.—How Butler 
Brothers, national distributor of 
general merchandise, had success- 
fully improvised a system of loose- 
leaf sectional mailings known as 
“available goods listings,” to re- 
place its traditional large catalog 
was revealed this week by Presi- 
dent Thomas B. Freeman in his 
statement to stockholders. 

The company started off 1943 
sales on the 1942 pattern, Mr. 
Freeman said, but discovered that 
the war had so changed sources 
and kinds of merchandise that its 
catalog could no longer serve cus- 
tomers and had to be replaced by 
a medium through which they 
could be informed quickly of the 
goods available. 

The loose-leaf, sectional mail- 
ings were hit upon and have been 
sent to customers as frequently as 
necessary. These pages, retained 
in binders, plus day-to-day special 
flyers, provide all Butler Brothers 
customers with current informa- 
tion on all of the goods it can 
supply. 


Allotments Extended 


As merchandise shortages grew, 
Mr. Freeman said, “we modified 
and extended the allotment of 
critical goods among customers 
who had depended regularly upon 
Butler Brothers as their principal 
source of supply. This method 
furnished a more equitable flow of 
distribution to the home-owned 
retail stores than otherwise could 
have been maintained, thus serv- 
ing a greater community need and 
at the same time aiding merchants 
to continue operating their stores 
profitably.” 

With the forced withdrawal of 
samples of critical goods from dis- 
plays and the impossibility of co- 
ordinating remaining samples with 
merchandise stock, Butler’s large 
sample rooms were converted to 
housing of seasonal items, odd lots, 
special purchases, etc. The com- 
pany also recast its entire selling 
organization, with many of its 
salesmen retrained for Ben Frank- 
lin and Federated Stores field 
work. Its present staff of sales- 
men calls only on regular whole- 
sale customers, not on Ben Frank- 
lin or Federated Stores. 

The report showed that these 
measures were effective, with sales 
reaching a new peak of $121,017,- 
353. Earnings, before federal taxes 
and special charges, were $5,246,- 
539, compared with $5,460,651 in 
1942. Consolidated net profit, after 
all charges, was $1,646,539, com- 
pared with $1,635,651 in 1942. 


Gets Tavern Pale 


The Chicago office of Campbell- 
Mithun, Inc., has been named to 
handle the account of the Atlantic 
Brewing Company, Chicago. Plans 
are under way for spring and 
summer advertising campaigns in 
behalf of the company’s Tavern 
Pale beer. 


Headley-Reed 


New Candy Bar 
Boasts Minerals 


and Vitamins 


New York, March 7.— Vita- 
Snak, a vitamin and mineral food- 
candy bar, sponsored by Mason, 
Au & Magenheimer Confectionery 
Mfg. Company, Brooklyn, N. Y., 
will shortly make its appearance 
on the market. 

Vita-Snak contains 12 vitamins, 
including the B complex family, 
and 8 minerals, and is the result 
of many months of research by a 
leading university. It has the en- 
dorsement of food chemist Walter 
H. Eddy, formerly of Good House- 
keeping Institute, the company 
states. 

Newspaper advertising in full 
columns starts early this month 


— 


in many leading cities. 

The account will be handled by 
John H. Owen Inc., New York, 
with- Walter R. Greenlee as ac- 
count executive. 


Elliott to Schick 
as Sales Manager 


Joseph B. Elliott, since 1940 

sales manager in charge of all 
radio, radio phonograph and tele- 
vision sales for the RCA Mfg. 
Company, Camden, N. J., has re- 
signed to become general sales 
manager in charge of sales and 
advertising for Schick, Inc., Stam- 
ford, Conn., peacetime manufac- 
turer of the dry shaver. 
’ He succeeds to a post formerly 
held by Kenneth C. Gifford, who 
was advanced to the presidency of 
Schick about a year ago, during 
which time the position remained 
unfilled. 


Craig Heads Texas 


Newspaper Publishers 

Conway C. Craig, publisher of 
the Corpus Christi Caller and 
Times, has been elected president 
of the Texas Newspaper Publish- 
ers Association. Bert Honea, Fort 
Worth Star-Telegram, has been 
named vice-president, and A. E. 
Clarkson, Houston Post, has been 
reelected treasurer. C. W. Tabb is 
acting secretary. 

A committee has been named to 
meet with a similar group repre- 
senting the Texas Press Associa- 
tion to work out plans for merging 
the two organizations. 


Mohill Advanced 


Ed Mohill, assistant circulation 
director of the Guide Magazines, 
New York, has been named acting 
circulation director, succeeding 
Robert E. Haig, who has resigned. 


Grant Wins Award 


A series of Bacardi advertise- 
ments created by the Mexico City 
branch of Grant Advertising, Inc., 
has been given first prize in the 
Mexican National Advertising As- 
sociation awards for the best cam- 
paigns of 1943. They were based 
on reproductions of Mexican prints 
depicting scenes of 1863. 


Covers BUYERS in Charge of Catholic Churches 


* Schools «+ Institutions 


to the EASHION Account Executive 
with a Television Mind 


y= are the executive who, in your mind’s eye, 
can picture what someone is most likely to be 
doing a hundred miles away. Call it insight or just 
a keen knowledge of human nature. Because of it 
you do a better job for your clients and your agency. 


We ask you to use this televisionary talent to 


WOMEN'S WEAR DAILY 


look in on those people who sell Fashions and Fabrics. 
Look in on one of the typical retailers, buyers or 
store executives in his office today. What's that he’s 
reading? Ten to one it’s his copy of Women’s Wear 
Daily. See how he buries himself in its columns; 
noting business changes, the prospects for fabrics, 
for more apparel; what's doing in mills and factories 
that supply him; what new names suggest alert pro- 
moting in his store. There he sits, lost in his world 
of Fashion and Fabric land. We venture you've sel- 
dom seen a publication read so thoroughly. So im- 
pressed is he with the things he reads here that they 
will guide him in his buying and selling plans for 
days and months to come. 


Does he see your merchandise advertised here? 
If he does, it means smoother selling for it in his 
store. If he doesn’t, it means a detour for you in 
reaching the consumer market. 


It will pay you to put your television mind on 
this phase of your selling plans. It’s a good time to 
tune in mentally on the leaders who guide Fashion 
and Fabrics’ destiny. Through Women’s Wear Daily 
you reach them on the beam. By all standards of 
sound advertising Women’s Wear Daily is the logical 
medium for direct messages to these important peo- 
ple...for Women’s Wear Daily is the Fashion and 


Fifth of a Series 


Fabrics industry’s only daily newspaper. \t is the only 
publication that devotes its entire efforts and facilities 
to serving this—America’s second largest—industry. 
That is why you see Women’s Wear Daily on the desk 
of practically every important store executive, buyer, 
merchandise man and manufacturer of Fashions and 


Fabrics. 


Read by more than 160,000 of these key people 
throughout the United States, Women’s Wear Daily 
carries the respect and authority that means quicker 
acceptance for worthwhile merchandise. It is the publi- 
cation to use to build name and product preference for 
accounts you'll be serving in the television world of 
tomorrow. It’s a good way to turn in new performance 
records for greater agency business and outstanding 


agency service. 


If you would like to look further into the daily 
reading habits of these important people, Women’s 
Wear Daily will be glad to furnish you with other key 
facts to guide you in reaching them most effectively. 


Thorough readership has given 


Women’s Wear 


Daily its commanding leadership. Fashion and Fab- 
tic leaders look to the industry's one daily news- 
paper for complete news, authoritative articles and 
informative advertising of the industry. It is their 
“business bible” today, as it has been for thirty 
years. No matter what market you plan to reach, 
you must have the cooperation of these key people. 
Develop it through Women’s Wear Daily. 


Wear 


THE RETAILER’S 


NATIONAL 


NEWSPAPER 


Fairchild Publications 


DAILY NEWS RECORD - 


RETAILING HOME FURNISHINGS 


+ MEN'S WEAR + CHICAGO APPAREL GAZETTE 


FAIRCHILD'’S TRADE DIRECTORIES 
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* Alabama’s great farm popu- 
jJation and its thousands of 
iron workers are prosper- 
ous and eager to spend. In a 
this market, WwSGN holds 
three great trump cards; 
the largest coverage of any 
station, the best morning 
Hooper, and the pest sala- 
ble time of any station im 
EN Birmingham. Yes, WSGN 
is Alabama’s best BUY far. 
BIRMINGHAM 
| The News-Age Herald Station 
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Moves London Office 


Bombed by the Luftwaffe for 
the second time since 1940, the 
London office of the MacLean 
Publishing Company in Quadrant 
House, Pall Mall, has been moved 
to temporary quarters at 57 Gold- 
smith Ave., Acton, London W3. 


Goldman Adds Account 


I. A. Goldman & Co., Baltimore 
agency, has been named to handle 
the account of the Camden County 
Beverage Company, maker of 
Camden beer. H. N. Goldberg of 
the agency’s Philadelphia office is 
the account executive. 


ever ! 


THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE., NEW YORK 1, NEW YORK 


Plant operating men know the difference — 
52,000 of them request Industrial Equipment 
News because it gives them more new product 
and more product information 
them first. 


Advertisers in Industrial Equipment News get 
the benefits of eleven years of reader preference. 


Product information is more VITAL now than 


Ludustrial 


gives it to 


Eguipment 
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Liquor Group Ads 
Fight Juvenile 


Delinquency 
New York, March 8.—Allied 
Liquor Industries, representing 


some of the country’s largest dis- 
tillers, has devised a nationwide 
program to tell tavern owners’ as- 
sociations and independent opera- 
tors how to win favorable public 
opinion in the face of juvenile de- 
linquency and other problems con- 
fronting the industry. 

The campaign, which has al- 
ready made successful headway 
among liquor trade groups in eight 
midwestern states, will be con- 
centrated in Eastern cities, chiefly 
metropolitan New York. The 
ALI has prepared large-size ad- 
vertisements with copy urging tav- 
ern patrons to abide by federal 
and state liquor laws. Space is 
provided for signatures of inde- 
pendent and associated tavern 
keepers. The Biow Company, 
New York, is the agency. 

Clarence M. Dufek, formerly ad- 
vertising manager, Journal-Times, 
Racine, Wis., has been named field 
educational director of Allied 
Liquor Industries. He will urge 
associations of tavern owners to 
cooperate with state liquor boards 
and civic groups in order to pro- 
mote good will for the industry. In 
addition, a sound-slide film, “Al- 
lied for Victory—A Report to the 
Industry” will be shown to tavern 
owners, encouraging them to take 
voluntary self-regulation steps in 
cooperation with military and civic 
authorities. An easel presentation 
depicts how the industry has been 
falsely blamed for juvenile delin- 
quency and other ills, and instructs 
the tavern keeper on solving these 
problems. 


LET YOUR CUSTOMERS KNOW 
thet Kicewex bs being made in considerable quantities 
production is tar toss then Inst yoor THESE REASONS 


‘This the story, Mr. . .. yee poss It atong te roles storks 
thet answer your customers queen 


INTERNATIONAL CELLECOTION PRODUCTS COMPANY, AGO. TET 
~ 


REASON WHY—A wartime shortage 
story is told for dealer use in this in- 
formative copy, which helped Interna- 
tional Cellucotton win one of the first 
awards in the ABP business paper ad- 
vertising competition. 


Aldens Buys Store 


Aldens Chicago Mail Order 
Company has purchased the Fa- 
mous Department Store, Spring- 
field, Ill., the ninth and largest ac- 
quired since it revised its retail 
policies early in 1943. 


McKey in New Post 

Dixie B. McKey, formerly gen- 
eral communications engineer for 
Graybar Electric Company, has 
been named technical supervisor 
of radio operations for the Okla- 
homa Publishing Company, Okla- 
homa City, Okla., effective April 
1. The company has filed applica- 
tion for licenses in the FM and 
television fields for two of the 
three stations it operates, KLZ, 


Denver, and WKY, Oklahoma City. 
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Cellucotton and 
Goodrich Win Top 


ABP Ad Awards 


Chicago, March 9.—Sterling sil- 
ver medallions were presented to- 
day to B. F. Goodrich Company, 
Akron, O., and International Cel- 
lucotton Products Company, Chi- 
cago, top award winners in the 
second annual business paper ad- 
vertising competition sponsored by 
the Associated Business Papers. 

Presentation of the two first 
awards and seven awards of merit 
was made by Joseph S. Hildreth, 
president of the ABP and vice- 
president of the Chilton Company, 
Philadelphia, at a joint luncheon 
meeting of the Chicago Business 
Papers Association and Chicago 
Federated Advertising Club. 

H. E. Van Petten, advertis- 
ing manager, Goodrich industrial 
products’ divi- 
sion, accepted 
the top award 
in the’ indus- 
trial group. 
Griswold - Esh- 
leman Com- 
pany, Cleveland, 
is the agency 
on this account, 
with Ken Akers, 
account execu- 
tive. James F. 
Eads, with the 
advertising de- 
partment of International Cellu- 
cotton, accepted the first award in 
the merchandising group. Foote, 
Cone & Belding, 
Chicago, is the 
agency, with 
Robert J. Koretz 
account execu- 
tive. 


Suggest Postwar 
Uses 


The judges 
selected Good- 
rich for its 1943 
series of busi- 
ness paper 
advertise- 
ments which not only described its 
industrial and war production but 
pointed the way to experimental 
uses of its products in wartime 
and their employment in improv- 
ing many postwar goods. Intér- 
national Cellucotton carried off the 
top merchandising award with ex- 
tensive campaigns for Kleenex, 
Kotex and accessory products, with 
informative copy appearing in a 
wide list of papers serving retail 
outlets. Faced with limited pro- 
duction and shortages of Kleenex, 
the company made every effort to 
explain the situation to dealers 
and to arm them with the facts in 
relaying the company’s story to 
the public. 

Certificates of merit were pre- 
sented to five advertisers in the 
industrial group. These included: 

Armstrong Cork Company, glass 
and closure division, Lancaster, 
Pa., Cameron Hawley, director of 
advertising and promotion; agency, 
BBDO, New York, W. F. Moore, 
account executive. 

Blake & Johnson Company, Wa- 
terville, Conn., Harold F. White; 
agency, Ben Sackheim, Inc., New 
York. 

R. G. LeTourneau, Inc., Peoria, 


H. E. Van Petten 


James F. Eads 


Did you see the back cover of 
Sat. Eve. Post for March 11? The 
boss is doin’ this new KIX series 
—also see the WGN ad on page 
10 in this issue of Advertising Age. 


Send 
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reader to see important details 


accurate and helpful buying infor- 


: : i the applications to which this wide | features developments created by 
emphasized in the copy. mation can do much to help us win| variety of products is put, and a| other companies, in which Good- 
It is vitally important that all| the peace.” campaign was launched which the/| rich products are used. The cam- 
of us realize that the job of pre- Mr. Van Petten explained the|sales department felt might last| paign was developed strictly as a 
paring advertising for trade, in-| genesis of the campaign which|a year, after which applications of | business paper campaign, he said, 
) dustrial, institutional and_profes-| won the award as a search for a|the products would be exhausted.| and though it has lately been ex- 
sional publications—as well as for|/theme which would enable the|This campaign has run without| tended to magazines of larger cir- 
all other media—is mighty serious | Company to do an over-all adver- | basic change now for 10 years, and| culations, it is still a business 
business,” the jury said. “To the|tising job on a diversified line of | shows no sign of exhausting itself.| paper campaign primarily. “We 
degree that any single advertise- products which have little use re- Primarily now the campaign | are thoroughly sold on the impor- 
ment is less effective than it could| lationship to each other. The 
il- be, the advertiser is in effect re-| biggest item in the line—rubber 
: ‘know-how’ informa ion to indus-|for only about 45% of the divi- 
ft istribution looming as e big|scores of other, unrelated ite 
problem for the future, the speedy | make up the remainder. aeveaviome J. 
\d- .. | and effective communication of! It was finally decided to stress hci Se died 
by 
rst BE. Goode 
rit 
th, SPEEDS PRODUCTION—How Good- 
rich stepped up manufacture of collap- E V ia «, 
ny, sable cargo carrying boats for the 
on Navy is related in this copy, one of 
ess the ads which won the company an 0 
ABP award. 
Ill., George C. McNutt, manager, 
advertising and public relations; 
e 4 Monsanto Chemical Company, : 
ar plastics division, Springfield, Mass., 
us= J. C. Brooks, vice-president; 
agency, Gardner Advertising Com- 
m- Sam Ballard, Largest power system in the world 19 
nd, Tube Turns, Inc., Louisville, Ky., colossal dams creating the biggest 
4 Gene Wedereit, advertising man- poot of low cost power, TVA has at- 
a ager; agency, Fareon & Huff, tracted huge industries to the’ Knox. 
uisville, W. N. McKamy, ac- il! 
|) count executive. y of America plant at Knoxville is Adclph Hitler's ville 
. ublic Enetny Number One. i 
the | pe He fears it more than any other single unit in 
le- the colossal dustrial machine that this natic: has rea be the 
in f made in the merchandising divi- é a © emocracy. inis is evidenced by the fact that when eight specially F 
Ite, sion, to: trained saboteurs were landed from subtAarinws carrvina lists of inste! ne : 
pany, Cleveland, W. H. Cordes, > destroyed, he ‘cos plant was designated as the first objective.in 
manager, sales research and devel- America. Largest privately owned industris! building in the world, the Alcoa 
opment; agency, BBDO, Pitts- plant is but one of 4Ne huge factor hich h 
burgh, H. P. Vieth, account execu- , easiie Ge Factories whieh have been located in the Knox. 
tive. ville area to utilize the enormous. TVA pool of electric power. 
National Needlecraft Bureau, 
New York, Herbert Osmer, presi- 
dent; agency, Kenyon & Eckhardt, These tremendous new industries have already made Knoxville a giant indus- 
New ork, Sire. E. F. Martin, trial empire. Besides being the world's largest power system, TVA has created J 
The five-man jury of judges, @ host of other benefits—rural electrification, improved water navigation, 
] noting that entries this year to- increased employment. flood control, new industrial techniques: As a whole 
Is taled 186—64 more than last year regional olannina + ith head: 
—praised the excellence of many — P 9 development, it has raised tue standard of living, provided Two Knoxville area plants—Aluminum 
its of the campaigns and said that increased employment and opportunity. That's why Knoxville—heart of the Company: of America and Clint 
put there has been “a quite noticeable TVA d best ket 3 
tal improvement” in business paper evelopment—is est dam market in the world. Engineer Works—are two of the !arg- 
me | advertising in recent years. How- . est operations in the world. 
V- ever, there is still room for a lot / 
ér- of improvement, they pointed out, 
the and a large number of entries 
X= were eliminated the first time KNOXVILLE TO DAY 'S LEADING 
ex, | around because they “fell far short 
‘ith of maximum effectiveness as re- 
.a gards the three elements set up as THE SOUTH in BUSINESS GAINS 
tail a guide: adequately informative 
ro- copy; pertinent illustration; and 
ex, effective use of space.” 
to The judges offered these joint 
ers criticisms: too many ads ‘beat 
jin around the bush’; too many stress 
to the obvious; too many are weak 
on the amount of really helpful 
re- information given the reader; too 
the many have irrelevant headlines 
od: and too many headlines are trite; 
ass there’s still too much bragging; 
er, and too many illustrations were 
of ineffective because they were 
cy, irrelevant or too small for the With 180°, gain in the at 
, industrial workers since 1938, Knox- 
~~ ville today has over 200,000 popule- 
ite; tion. 
ew 
ria, 
SELLING NEW HAVEN'S 
WAR WORKERS 
The Journal-Courier goes into war . 
plants by the thousands daily — 
each copy read by many, and if 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 
JOURNAL-COURIER 
NEW HAVEN, CONN. 
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tance and value of the business 
press,” Mr. Van Petten said. 


Cellucotiton Changes Views 


Problems of shortages, depletion 
of the sales staff and other war- 
induced problems have changed 
International Cellucotton Products 
Company from a casual user of 
business paper space to a consist- 
ent user, with campaigns now 
carefully designed to develop spe- 
cific themes and to accomplish 
specific objectives, instead of 
merely to make announcements to 
the trade, Mr. Eads reported. 

Advertising in merchandising 
papers was substantially increased 
in 1943 and is continuing at a high 
level this year, he said, because 
the company has come to a reali- 
zation of the fact that such adver- 
tising can be of tremendous help 
in solving the numerous trade 


BIG NEWS! 


In the Wood Preducts 


INVESTIGATE 
Wooo PROOUCTS 
431 S. Dearborn St., Chicago, 


problems brought. on by product 
shortages, as well as in informing 
the trade of the thinking behind 
the national advertising, of helping 
retailers and their employes to 
know the products better. 


February Business 
Paper Ad Volume 
Shows 33% Gain 


Chicago, March 8.—With 16 
publications in the class group 
leading the field, advertising vol- 
ume in February issues of business 
papers soared 33.16% over com- 
parable issues of 1943, according 
to reports of 157 publications com- 
piled by Industrial Marketing. 
For the first two months of 1944, 
these same papers are 29.56% 
ahead of °43 issues. 

The volume of advertising in 
the 16 class papers represented a 
38.54% gain over February, 1943, 
issues, with the two-month gain 
at 35.99%. 

The smallest gains were marked 
up by the industrial group, with 
101 publications advancing 28.31% 


in February and 29.32% for the 
first two months of the year. 

Thirty papers in the trade group 
reported February issues 50.79% 
ahead of 1943, and a 23.06% in- 
crease for the first two months of 
1944. In the export division, 10 
publications made an 86.89% gain, 
pushing the two-month advance 
up to 45.97% compared with a 
year ago. 


Vining Resumes Post 


Charles Vining, president of the 
Newsprint Association of Canada 
since 1934, has resumed his duties 
with that organization after an 
absence of two years on govern- 
ment service. Paul Kellogg, who 
had been acting as president in 
Mr. Vining’s absence, has been 
named general manager of the 
association. 


Names G. C. Armitage 
George C. Armitage, formerly a 
buyer for National Brands Sales 
Corporation, Chicago, has been 
named manager in charge of sales 
for Plochman & Harrison, Chicago, 
maker of prepared mustard. 


IT’S DONE WITH 
GREMLINS 


\ 


Sj 


of the public. 


~ 
Yep! It’s “Them” again—but a special 


kind. Not the perverse and destructive 
R.A.F. breed. Ours are the kind who 
glamorize microphones . . . so that radio 
commercials simply charm cash-money out 


| Ay 
= 


Cleveland’s retail merchants—who swear 


by the sales miracles achieved through 
broadcasting over WHK—have never seen 
our gremlins. (Neither have we; although 
one night our Program Director thought 
he saw one.) But RESULTS—yeah, man, 
we've seen them a-plenty! 


station! 


And that’s what counts . . . money laid on 
the line, cheerfully and often . . . in ex- 
change for merchandise advertised over 
WHK. Cleveland retailers have put this 
to the test. And that’s why they buy more 
time on WHK than on any other leading 


Because it sells...and sells...AND SELLS 


WHK 


“Retailers' Choice in Cleveland!" 


Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of 
WHK-WCLE, Cleveland; WHKC, 


Columbus 


standard 7x10 type page. 


Pages 
1944 1943 
Industrial Group 
Aero Digest (semi-mo.).. *337 *@273 
Air Conditioning & Re- 

frigeration News (w) 

32 19 
American Aviation (bi-w) 75 
American Builder ....... 75 45 
American City .......... 68 A 
American Machinist (bi-w) *500 *441 


Architectural Forum 
Architectural Record .... 79 55 
Automotive & Aviation In- 


dustries (bi-w) ........ 263 175 
Bakers’ Helper (e.0.w.).. 80 
Brick & Clay Record..... *19 *15 
Bus Transportation ...... 100 66 
The Canner (w)......... *||74 
Ceramic Industry ........ *34 *26 
Chemical & Engineering 

46 
Chemical Industries...... *85 *84 
Chemical & Metallurgical 

Engineering ........... 319 245 
Civil Engineering ........ 32 24 
Construction Digest (bi-w) 74 61 
Construction Methods (9x 

Contractors & Engineers 

Monthly (9%x14) ..... 41 33 
145 127 
Diesel Progress (8%x11). 70 55 
Electric Light & Power.. 64 56 
Electrical Contracting ... 96 71 
Electrical South ......... 37 25 
Electrical West .......... 6: 59 
Electrical World (w).... {208 148 
Engineering & Mining 

Engineering News-Record 

§$*|302 $*270 
Factory Management & 

Maintenance .......... 334 250 
Fire Engineering ........ 33 25 
Food Industries ......... 137 102 
Gas Age (bi-w).......... *36 
Heating, Piping & Air 

Conditioning........... 99 56 
Heating & Ventilating... . 56 37 
Industrial & Engineering 

Chemistry (two editions) 150 124 
Industrial Finishing (4%x 

Industry & Power........ 112 97 
Industry & Welding (4%x 

Laundry Age (semi-mo.). *49 *36 
Machine Design ......... 241 154 
Machine Tool Blue Book 

338 268 
324 299 
Manufacturers Record... . 44 36 
Marine Engineering & 

Shipping Review........ 296 216 
Mechanical Engineering... 93 67 
Mechanization (4 13/16x 

69 61 
Metal Finishing ......... 61 50 
Metal Progress .......... 162 108 
Metals and Alloys ....... 168 120 
Mill & Factory........... 263 202 
Mill Supplies ............ 184 148 
Mining and Metallurgy... $36 $27 
Modern Machine Shop (4% 

Modern Packaging ...... *79 60 
Modern Plastics ......... *151 *62 


guns ina 93 56 
National Provisioner (w). 98 76 
Oil & Gas Journal (w).. *!336 *205 
Paper Industry & Paper 

67 56 
Paper Mill News (w).... §{124 $114 
Paper Trade Journal (w) §*{)178 *148 
53 49 
Petroleum Engineer...... 122 83 
Petroleum Refiner ....... 194 189 
*76 *57 
Power Plant Engineering 127 121 
Practical Builder (10%x 

Product Engineering... .. *815 *204 
Products Finishing (4%x 

234 160 
Railway Age (w)........ 191 151 
Railway Purchases & 

77 53 
Roads & Streets.......... 65 51 
79 55 
Southern Power & Indus- 

339 
TTT 19 14 
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BUSINESS PAPERS 


These figures compiled by Industrial Marketing must not be quoted or reproduced 
without permission. Unless otherwise noted, all publications are monthlies and have 


Pages 
1944 1943 
Telephone Engineer ..... 39 31 
Tool & Die Jou.nal (4% x 

Tool Engineer ........... 171 173 
Water Works Engineering 

59 43 
Water Works & Sewerage 49 38 
Welding Engineer ....... 71 52 
Western Construction 

Woodworking Digest (4% 

Trade Group 
American Artisan ....... 49 31 
American Druggist ...... 116 79 
Boot & Shoe ecorder 

96 
Building Supply News.... 45 29 
Chain Store Age— 

Administration Edition 

17 9 

Druggist Edition ...... 76 39 

Fountain Restaurant... 22 4 

General Merchandise- 

Variety Store Editions 112 78 

Grocery Editions ....... 76 60 
Commercial Car Journal.. 171 115 
Domestic Engineering..... 100 58 
Electrical Merchandising 

Farm Implement News 

Geyer’s Tapics 57 35 
ll ll 
Hardware Age (bi-w)..... 200 129 
Jewelers’ Circular — Key- 

Men's Apparel Reporter 

104 70 
NJ (National Jeweler) (5% 

159 110 
Office Appliances (6 5/6x 

113 87 
Plumbing & Heating 

30 16 
Sheet Metal Worker..... 36 25 
Southern Automotive 

64 44 
Southern Hardware ..... 79 50 
Sporting Goods Dealer... 47 42 
Syndicate Store Merchan- 

diser (4%x6%) ........ 74 45 
Underwear and Hosiery 

95 
Wholesaler’s Salesman.... 63 41 

Export Group 
American Automobile 

(Overseas Edition) ..... 23 16 
American Exporter ...... 221 113 
Automovil Americano... . 40 24 
El Farmaceutico ........ 35 34 
Hacienda (two editions) . 82 55 
Ingenieria Internacional 

54 35 
Ingenieria Internacional 

6 80 43 
Petroleo Interamericano 

A 86 
Revista Aerea Latino 

404 34 25 
Spanish Oral Hygiene 

(4 5/16x7 3/16) ....... 29 21 

684 366 
Class Group 
Advertising Age (w) (10% 

2663 0 174 92 
American Funeral Director 40 82 
American Restaurant .... 59 34 
Hospital Management... . 58 47 
Hotel Management ...... 53 $47 
Industrial Marketing..... 100 82 
Medical Economics (4% x 

Modern Beauty Shop..... 76 39 
Modern Hospital ........ 134 120 
Nation’s Schools ...... 45 | 
Oral Hygiene (4 5/16x7 3/16) 148 124 
Occupational Hazards 

39 24 
Restaurant Management.. 51 31 
School Management (9%x 

£56 60006 26 17 
Traffic World (w)........ \78 61 

1,251 903 


§Includes special issue. *Includes clas- 
sified advertising. |Last issue estimated. 
# Four issues. @One issue. Established 
Sept. 1943. tFive issues. 


Heads Radio Division 


John E. Fetzer, owner and gen- 
eral manager of Station WKZO, 
Kalamazoo, Mich., has been named 
assistant director of the Office of 
Censorship, in charge of the broad- 
casting division, effective April 15. 
He succeeds J. H. Ryan, who has 
been elected president of the Na- 
tional Association of Broadcasters. 


S. F. Aids Buyers 


A Resources Council has been 
established at 275 Post St., San 
Francisco, by the Manufacturers 
& Wholesalers Association and the 
San Francisco Chamber of Com- 
merce to help buyers visiting San 
Francisco and northern California 
for merchandise suitable for na- 
tional retail marketing. 


markets in the Middle West. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“‘“CONCENTRATED 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 


Sold separately or in combination 
Write for information: 

GEORGE T. HOPEWELL, 

CHICAGO OFFICE: 75 E. Wacker Drive 
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Domestic Pulp 
Receipts Up 


in January 


New York, March 7.—The war 
activities committee of the Pulp- 
wood Consuming Industries re- 
ported today that January mill 
receipts of domestic pulpwood 


| showed some improvement despite 


bad weather and consequent slow- 
downs in deliveries in the South. 

Total receipts of domestic pulp- 
wood for January were 1,216,128 
cords. This figure was _ higher 


_ than the 1,186,000 cords taken in 


by the mills in December and 


| higher than receipts in January a 
' year ago, and in 1941. 


It was 
—r under receipts in January, 
1942. 

Depleted inventories, however, 
continued to make the pulpwood 
production problem critical, the 
War Activities Committee said. 
Unless mills are able to build up 
larger inventories during good 
seasonal production months, they 
will be caught short and may be 
forced to close when receipts taper 
off because of seasonal factors. 
The WPB has set a goal of 14,000,- 
000 cords of domestic pulpwood 
for 1944. 

Imports of pulpwood from Can- 


A an precision- 


bombing, the “precision” 


circulation of America’s 
fastest-growing aviation 
magazine doesn’t miss 


growth is biggest 


viation activity is 


THE MAGAZINE OF 
THE FLYING AGE 


ada totaled 123,099 cords and 
brought the over-all total of mill 
receipts for January to 1,339,227. 


Gets Optical Account 


Gordon Schonfarber & Asso- 
ciates, Providence, R. I., agency, 
has been named to handle the 
account of Universal Optical Com- 
pany, maker of optical frames. 


Issues ‘Fort’ Film 

Princeton Film Center, Prince- 
ton, N. J., has been named by 
Boeing Aircraft Company, Seattle, 
Wash., to handle distribution of its 
new film, “Fortress of the Sky.” 


Starkey Joins McCord 


William M. Starkey, formerly an 
advertising writer with the pro- 
motion department of the St. Paul 
Pioneer Press-Dispatch, has joined 
the creative department of the Mc- 
Cord Company, Minneapolis 
agency. 


Billstone to Agency 

M. Donald Billstone, formerly 
with Cluett, Peabody & Co., where 
he was promotion manager of 
the organization’s Sanforized divi- 
sion, has been named an ac- 
count representative for Benton & 
Bowles, New York. 


Frost Advanced 


H. B. Frost, field manager of 
the New England territory for 
Grove Laboratories, St. Louis, has 
been named assistant general sales 
manager of the company. 


R. B. Ward Promoted 


R. B. Ward, advertising repre- 
sentative of Maclean’s Magazine in 
Toronto, Hamilton and western 
Ontario, has been named Chicago 
representative for that publication 
and Chatelaine. He succeeds Hall 
Linton, who has been named 
assistant advertising manager of 
Maclean’s. 


49 
Joins KSO and KRNT 


Jeanette Cottingham, formerly 
in the local display department of 
the Des Moines Register and Tri- 
bune, has joined the sales promo- 
tion department of KSO and 
KRNT, Des Moines. 


(sy 


IMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


LOS ANGELES 


SAN FRANCISCO 
RUSS BLDG. 


GARFIELD BLDG. J 


THIS is Home Acceptance... 
a Family Newspaper AT 


WORK! 


THE CHICAGO HERALD-AMERICAN is a Six- 
evenings-a-week guest in nearly a half-million 
homes. On Sunday, more than a million doors 
are opened to the Herald-American. And wher- 
ever it goes, it goes by invitation. 

The Herald-American is no thumb-twiddling 
non-participant in what goes on around the 
house, either. It’s all over the place! 

Out in Mom’s domain, the newest of Mary 
Martensen’s recipes are tried. 

Bud goes for the funnies and Sis keeps tab on 
the tony set with the aid of Adeline Fitzgerald. 
Sis has a personal interest in the doings of the 


upper crust crowd, having met many of its mem- 
bers at the USO or the Blood Bank. 

As for Dad, he’s up to here in the Herald- 
American, once supper’s out of the way. He 
goes the gamut from Winchell to Davis Walsh’s 
“Sporting Circus”... from Paul Mallon to 
Rukeyser ... and knows he'll hold his own in 
any lunch-hour forum on the war, the Cubs or 
the Administration. 

All this adds up to true Home Acceptance. It’s 
why, when you buy space in the Chicago Herald- 
American, you're right at home with the biggest 
evening newspaper family in Chicago. 


Chicago HERALD-AMERICAN 


EVENING and SUNDAY 


Nationally Represented by ..... HEARST ADVERTISING SERVICE 
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Gallagher Made V. P. 


J. J. Gallagher, manager of the 
Montreal office of A. McKim Ltd., 
has been named vice-president of 
the agency. 


Plugs Tenderflake 

Canada Packers Ltd., Toronto, 
has scheduled a newspaper and 
outdoor poster campaign in behalf 
of Maple Leaf Tenderflake lard, 
with copy aimed to establish the 
trade name Tenderflake. 


PARDONS WHILE... 


Tourist Courts help house America. 
Practically no travelers today, but hun- 
dreds of War-Workers, Army-Navy per- 
sonnel and their families are tourist 
court guests. 75% of America's 20,000 
tourist courts are jampacked. This many 
are within 35 miles a War installations. 
Tourist court owners have money to spend 
as never before and are ready to make 
major construction and major equipment 
There is more information; 
write 


TOURIST COURT Journal 


TEMPLE, TEXAS 


Outlines Legal Pitfalls 
in Seeking Product Ideas 


[Editor’s Note: Because ideas for 
new products and for new business 
developments are being more 
widely sought now than ever be- 
fore, ADVERTISING AGE has asked 
Harry Hibschman, well-known au- 
thority on advertising and business 
law whose clear-cut legal analyses 
have frequently appeared in these 
columns in the past, to review the 
matter of idea protection and idea 
investigation. Anyone interested 
in the outside development of ideas 
for products or for manufacturing 
or marketing operations will find 
Mr. Hibschman’s review of the 
legal phases of this suvdject of 
great value.| 


By HARRY HIBSCHMAN 


The necessities of war and the 
problems of reconversion to peace- 
time operation are causing more 
and more companies to seek new 
products to manufacture, new 
ideas to develop, and new market- 


ing and production inspiration, to 
the point where many of them 
have turned to advertising of the 
type employed by one manufac- 
turer who “wants ideas which will 
fit our equipment.” 

On the other hand, there are 
companies that, because of their 
own unhappy experiences or be- 
cause of those of others, look upon 
an idea from an outsider as a hot 
potato or as a nettle, not to be 
taken hold of intentionally, but, 
if picked up by mistake, to be 
dropped as quickly as _ possible. 
That their attitude is not an un- 
reasonable one is evidenced by the 
constantly recurring claims and 
lawsuits arising out of such ideas, 
and generally unsolicited ideas at 
that. 


GENERAL RULES 


We have, therefore, two stand- 
points with reference to ideas: (1) 
That of the companies that want 


new ideas; and (2) that of the 
companies that do not want ideas 
from outsiders at all, or only from 
individuals in special groups. But 
there are certain general rules that 
apply in both cases. Briefly stated, 
they are these: 

(1) An idea is property only as 
long as it remains unrevealed; 

(2) An abstract idea cannot be 
— by copyright or by pat- 
ent; 

(3) Only when put into concrete 
form can an idea be protected by 
copyright or patent and then only 
as to the particular expression of 
it; 

(4) The only way that an ab- 
stract idea can be protected is by 
a contract between the person 
who has the idea and the person 
or party to whom it is to be re- 
vealed; and 

(5) An abstract idea will be 
given protection only if it is origi- 
nal and novel. 


THE QUESTION OF ACCESS 


With regard to the first class, it 
is obvious that it is virtually im- 
possible to shut out all ideas or 
communications conveying such 
ideas. Ordinary letters containing 
suggestions and outlining schemes 
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and plans of various sorts are 
bound to get through, to be taken 
out of the envelopes, and to be 
read, at least to the extent of dis- 
covering their character, by some 
one in any organization. What is 
to be done with those that are 
received and opened? 

In any litigation involving the 
alleged filching of an idea one of 
the crucial questions always is 
whether or not the defendant had 
access to the idea, for one cannot 
steal what one has never seen nor 
heard nor touched nor handled, 
The moment, then, that the re- 
ceipt of a letter containing an idea 
is acknowledged or proved, there 
is evidence of possible access. 
What can be done under these cir- 
cumstances to keep the chances of 
trouble to a minimum? 

The best practical suggestions 
would seem to be that a system be 
adopted under which every letter 
or other communication containing 
anything in the nature of a busi- 
ness, advertising, or similar sug- 
gestion, plan or scheme for the 
company to which it is addressed 
goes to one definite person for 
attention. This person should be 
one of sufficient standing and im- 
portance in the organization to 
make any action taken by him 
authoritative. But he should have 
absolutely nothing to do with put- 
ting ideas of the kind to be ex- 
pected into effect. He should be 
the barrier beyond which un- 
— ideas could never perco- 
ate. 


-HANDLING UNSOLICITED 
IDEAS 


But what shall he do with these 
unwanted ideas? With the letters 
and other communications convey- 
ing them? 

The writer was formerly of the 
opinion that they should be re- 
turned to the writers with a cour- 
teous note explaining the policy 
of the organization and assuring 
the writer than the idea had not 
been considered and would be 
speedily consigned to the limbo of 
things forgotten. In the light of 
later events, he now doubts the 
wisdom of that course. 

For instance, in one case that 
never reached a court a woman 
asserted that she had submitted a 
plan for an advertising campaign 
for a well-known chewing gum to 
the advertising agency handling 
the account and that the plan, in- 
cluding a slogan, had been stolen 
and was being generally used by 
the company. Unluckily for her 
the agency had a photostat of her 
alleged plan and it was able to 
convince her attorney beyond all 
doubt that there was only the 
remotest resemblance between her 
plan and that employed by the 
manufacturer. In this instance it 
was the possession of the copy of 
the woman’s plan by the agency 
that unquestionably saved 
client from a lawsuit. 


KEEP COPIES OF LETTERS 


It may, therefore, be the best 
policy not to return letters or other 
communications containing ideas 
in the sense in which we are using 
the word or not to return them 
without making copies of them. 
This, of course, is not practical in 
the case of long specifications, out- 
lines, plans or manuscripts. But 
even then it might be good insur- 
ance, if the equipment is available, 
to copy them on microfilm; or, if 
not, to make and preserve a care- 
ful and accurate synopsis of the 
matter submitted. 

The danger that lies in this pro- 
cedure is evident. But as between 
the chance of having to defend a 
suit based on a faked claim and 
the chance of being charged with 
“access,” it is probably better to 
risk the latter. 

In that case, however, 
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message. UNLESS you have a basic product 
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in a spirit of friendliness. Interested? Let 
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appear necessary to provide a spe- 
cial file for all idea material, this 
file to be in charge of the person 
already nominated for the task of 
reading and answering all com- 
munications dealing with such 
matters. If others also have access 
to the material, there is always 
the danger that some court will 
find, in the event of litigation, that, 
though there has been no deliber- 
ate filching, there may have been 
“unconscious assimilation.” 


PRELIMINARY INQUIRIES 


Any person with a smattering of 
the rules of law previously de- 
scribed will naturally try to pro- 
tect himself before submitting an 
actual idea to anybody. He may 
make a preliminary inquiry and 
thus invite a reply that will serve 
as the basis of an agreement if 
the matter goes farther.* The 


*A model letter prepared by the 
writer of the present article appeared 


on Page 14 of the Sept. 30, 1940, issue 
of ADVERTISING AGE, 


answer to such a letter must be 
formulated with the greatest care, 
whether it forecloses further dis- 
cussion or invites it. 

There seems to be a general im- 
pression that all danger of subse- 
quent demands or litigation can 
be avoided by stating in the 
answer to the letter of inquiry 
that the party or concern in whose 
behalf it is being written will be 
willing to examine and consider 
the proposed idea or plan, pro- 
vided it is understood that there 
will be no obligation whatsoever 
on its part. Some companies even 
have mimeographed or printed 
blanks in the nature of waivers 
that they require the person with 
an idea to sign before they will 
consider it. 


LIABILITY NOT ENDED 


Such a_ statement or formal 
waiver will not absolve the party 
or company to whom the idea is 
submitted from all possible lia- 
bility. To illustrate: 

In 1922 a man by the name of 


' Moore wrote to the Ford Motor 


Company saying he had an idea 
for a sales plan that he would like 
to submit. To this a representa- 
tive of the Ford Company replied: 
“If you will kindly write us in 
detail regarding the plan which 
you have in mind for increasing 
the sale of Ford cars, understand- 
ing that in doing so there would 
be no obligation on our part, we 
will be very glad to give the mat- 


' ter our careful attention and ad- 


vise you whether or not we would 
be interested in the plan.” 
Answering this letter, Moore 
furnished an outline of his plan, 
and wrote, “I am writing you with 
the understanding that there is no 


_ obligation on your part.” 


This last letter was returned to 
Moore with the reason stated as 
“we would not be interested in 
the proposition.” 


THE COURT’S OPINION 


Later the Ford Company adopted 
a plan that Moore believed to be 
his own, and he brought suit. He 
lost because the court found that 
the Ford Company had not ob- 
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JACKSON 
The Key City! 


. . « the center of all business, 
governmental and social activity 
in Mississippi — the trading cen- 
ter of @ great agricultural and 
livestock state. Over $130 mil- 
lion will be spent in Metropoli- 
tan Jackson in 1944. Include 
this Key City in your sales plans. 
Remember — WSLI offers you 
effective coverage—at less cost! 
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tained its idea from him. But with 
regard to the excerpts from the 
correspondence between them set 
forth above, the court specifically 
declared: 

Fairly construed, this correspondence 
means that the plan was submitted 
for consideration by the defendant 
with a view,* “if interested,” to nego- 
tiations for acquisition of the right to 
use the plan in its business; and de- 
fendant’s precautionary phrase that it 
was received without “obligation on 
our part’? means merely without obli- 
gation to accept the plan or to com- 
pensate the plaintiff for submitting it; 
it does not mean that the defendant 
was freed from any obligation not to 


appropriate it without plaintiff's con- 
sent. 

So far as it goes, the Ford letter 
could hardly be improved upon, 
except that it might be made more 
specific by adding after the clause 
“understanding that in so doing 
there would be no obligation on 
our part,” the words, “from the 
mere fact that we examine your 
idea and give it consideration.” 


ADVERTISING FOR IDEAS 


Reverting now to advertisements 
for ideas such as that set out at 
the very beginning of this discus- 
sion, let us consider some of the 


special questions that arise. Sup- 
pose, for example, that John 
Brown answers the advertisement 
saying he has an idea for a gadget 
to be attached to an electric range 
in such a way as to serve as an 
alarm cloek. He does not indicate 
how this is to be done. The ad- 
vertiser sees possible merit in the 
idea, but obviously he cannot 
make use of it in the form in 
which it has been submitted. So 
he rejects it. Later, however, he 
puts his own engineers to work 
on the idea, they invent a con- 
trivance that serves the suggested 
purpose, and he starts to manu- 


51 


facture and market it. Is he liable 
to Brown? 

The question cannot be answered 
categorically, for two reasons: 
First, because the advertisement 
fails to state whether or not an 
idea must be in concrete form to 
receive consideration; and, second, 
because the idea would not be 
novel, since a similar gadget has 
already been suggested in the 
newspapers. But the advertise- 
ment leaves the matter open for 
argument with regard to both of 
these characteristics of an idea. 
As we have seen, there could be 
no recovery in the case of an un- 


NUMBE 


Rapidly the retail automotive maintenance market is becoming 
No. | in the interest of manufacturers whose thoughts are fol- 
lowing the trend of things to come. 


No one knows of course, nor cares to predict, how long it will be 
before peace-time production and peace-time buying are re- 
stored in any material degree. 


However, the best minds—from the diplomats down—are open 
for post-war ideas and post-war opportunities. 


There is probably no field in which post-war opportunities will 
be as great as in the retail automotive market—doubtless one 


reason why the advertising folio of MOTOR AGE, which serves 
this field, is steadily growing. 


FIRST IN IMPORTANCE—Car Dealers and Independents 


A 
CHILTON 


Publication 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 


e | | | a 
n 
‘ 
lS 
e 
ie 
1S 
| | 
re 
r- 
of 3 
ns 
be — 
er 
ag 
he 
len | 
her 
her 
her 
the 
% 
ncy 
its | 
Ss 
best 
ther 
leas | 
sing 
nem 
em. 
lin | 
out- 
ible, 
r, if 
are- 
the 
pro- 
veen 
id a = 
and 
with 
r to « 
ould | 
ou are 
onthly 1 
roduct 
in the 
human 
? Let 
Vil 
mville, 
‘ at 


52 


solicited idea if it were not pre- 
sented in concrete form or if it 
lacked originality. But where 
the advertisement itself is silent 
with respect to these two factors, 
a case is presented for which there 
does not seem to be any prece- 
dent. No one can say with any 
degree of assurance what a court 
would hold in a case involving 
such an advertisement. 


HOW TO CHOOSE COPY 


To remove the element of doubt 
therefore, it would seem advisable 
to advertise, if advertise one will, 
for “novel and original’ as well 
as “sound” ideas, and to provide 
further, “Ideas must be submitted 
in concrete form.” This will not 
prevent the advertiser from buy- 
ing a mere abstract idea that seems 
worth developing in his own shop 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


or laboratory. But it will protect 
the advertiser against possible 
claims based on abstract ideas. 
As we have seen above, the 
originator of an idea has no pro- 
tection for that idea except by 
express advance contract where 
the idea is abstract and by either 
express or implied contract where 
it is concrete. This raises the 
question, To what extent will an 
advertisement like the one quoted 
serve as the basis of a contract? 
Of itself the advertisement 
would not constitute a contract, 
not even where a person submitted 
an idea that was found acceptable, 
for the question of terms would 
still remain open. Hence, if the 
advertiser and the originator of 
the idea never reached a “satis- 
factory arrangement,” that would 
end the matter. Neither would be 
liable to the other. But, should 
the advertiser go ahead and use 
the idea, then the law would come 
in with its implied contract and 
require him to pay for the idea 
on the basis of its market value. 


REJECTION OF IDEAS 


Ideas found unacceptable should 
be rejected promptly and with a 
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SEEKING IDEAS—Typical of advertising copy used by manufacturers in search 
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statement that is specific and in 
accordance with the facts. In one 
case where the publishers of a 
Magazine received a letter sug- 
gesting a change in format and 
answered that the change was not 
feasible and then made exactly 
such a change inside less than a 
year, the sequel proved the falsity 
of the reason given for the 
rejection of the idea. It is easy 
to imagine circumstances under 


The World’s Largest WAC 
Training Center 


Located near Chattanooga is Fort Ogle- 
thorpe, an historic landmark in the military 
history of the United States. Situated on the 
outskirts of the city, Fort Oglethorpe has had 


market?) 


men and women in the service of our country 
during four major wars of our national his- 


tory ... Civil, Spanish-American, World War 


Il, and World War IL. 


Today Fort Oglethorpe has become the 
largest WAC training center in the country. 
The people of Chattanooga are proud of the a, 
new role Fort Oglethorpe has assumed in 
moulding young women of America into 


invaluable units of our army. 
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Station C 


A survey made by a disinter- 
ested company in Chattanooga 


tation B received 18.3%, and 
received 4.8%, 
Among time buyers, men whose 
business it is to know the best 
buy for their money, WDOD is 
the overwhelming choice 


(Of course, need we mention that these 
young women represent quite a bit of ad- 
ditional buying power for the Chattanooga 
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which their letter might have 
proved an embarrassing handicap 
in court. 

The letter rejecting an idea 
should not be a mere “brush-off.” 
It should give real and sound rea- 
sons for the action taken. 


A SUGGESTED LETTER 


Where an idea submitted in 
answer to an advertisement or 
otherwise seems acceptable, nego- 
tiations looking towards the acqui- 
sition of the rights to it may be 
opened with a letter along these 
lines: 

submitted in your letter of ........., 
1944, appears to have considerable 
merit and may prove suitable for our 
purpose. However, before we can 
enter upon any discussion looking to 
its purchase or use, we need more defi- 
nite information regarding certain fea- 
tures connected wit it. Please, there- 
fore, give us specific answers to the 
following questions: (Ask questions 
that will bring out detailed informa- 
tion about idea.) 

We shall also require your assurance 
that the idea is your own, that it is 
original, and that it has never been 
used. 

When you give us that assurance 
and the information asked for, we shall 
be glad to consider the matter further 
and to arrange for a personal inter- 
view. 

It is advisable to secure written 
statements covering the points of 
originality and novelty even if the 
suggestions previously made are 
incorporated in the advertisement. 
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It should be done as a matter of 
protection against possible future 
contingencies. 

If the idea is eventually found 
acceptable, the proper thing to do, 
obviously, is to come to an agree- 
ment as to the terms and condi- 
tions under which it is to be 
acquired. Then a formal agree- 
ment should be prepared embody- 
ing these terms. Such an agree- 
ment is governed by the general 
law of contracts. 


IDEAS FROM EMPLOYES 


With few exceptions, the rules 
of law applicable in general apply 
in the case of employes who either 
by invitation and the offer of a 
reward or voluntarily submit ideas 
to their employers. Unless em- 
ployed for the specific purpose of 
originating new ideas in connec- 
tion with a particular product, 
process, or machine, an employe 
is under no obligation to reveal 
any ideas that he may evolve for 
the improvement of the employer’s 
business. He may even invent 
something patentable and not be 
accountable to his employer or to 
anyone else. But there is one 
exception. It is stated in the fol- 
lowing excerpt from an opinion of 
the United States Supreme Court: 

Where a servant, during his hours 
of employment, working with his mas- 
ter’s materials and appliances, con- 
ceives and perfects an invention for 
which he obtains a patent, he must 
accord his master a non-exclusive right 
to practice his invention. 

With the exception of this right, 
known as a shop-right, the em- 
ploye’s situation is exactly the 
same as that of an outsider, unless 
there is some provision in his con- 
tract of employment to the con- 
trary. 


CONCLUSION 


To sum it up in a few words, 
any company that considers ideas 
submitted by outsiders—and this 
includes employes unless they are 
excepted because of a particular 
task or contract—should protect 
itself as follows: 

By stating definitely in its 

» advertisements or correspond- 
ence that ideas to be considered 


delivered. 
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must be original and novel, the 
conception of the persons submit- 
ting them, and concrete in form; 
2 By incorporating in replies to 
« inquiries about its willingness 
to consider an idea the proviso 
that it does not commit itself or 
make itself liable in any manner 
by merely agreeing to examine 
and appraise the idea to be sub- 
mitted; 
By adopting a system for the 
» handling of ideas that will 
make it impossible for them to 
become accessible to more than 
one person or a limited number of 
persons; that will provide for the 
preservation of correspondence re- 
garding such ideas in a special file 
in the custody of one individual 
of responsibility; and that will 
make it possible for the person in 
charge to compare proposed new 
ideas with those in the file to 
avoid conflict or plagiarism; 
By being prompt in acting on 
» submitted ideas and specific 
in rejecting them, if not wanted; 
By using a carefully prepared 
» contract when closing a deal 
for the rights to an idea; and 
By being careful not to use 
an idea to which someone else 
may have a legitimate claim as 
originator or otherwise without 
first obtaining a release or trans- 
fer of such person’s rights or in- 
terests. 


Offers Linage Reports 

Elliott - Haynes Ltd., Montreal 
and Toronto, has taken advertising 
space to describe a new service— 
ALA (Advertising Linage Audit) 
Reports—a day by day measure- 
ment of linage placed by national 
advertisers in each of the 86 daily 
newspapers in Canada. The re- 
ports are available from Jan. 1, 
1944. 


Circle Names Vanguard 


Circle Machinery Corporation 
has named Vanguard Advertising, 
New York, to handle promotion of 
postwar use of its products. 


NEWA to Convene 


The National Electrical Whole- 
salers Association, New York, will 
hold its 36th annual convention 
and second war conference at the 
Hotel Stevens, Chicago, April 
19-22. 


Assumes Full Ownership 


Matthew Weber has become sole 
owner of the Republican-Press, 
Salamanca, N. Y., which formerly 
had been owned jointly by him 
and his father, the late Blanchard 
B. Weber. 


Votes Research Fund 


The board of directors of the 
Southern Hardwood Producers, 
Inc., has voted to increase the dues 
and contribute $15,000 to the hard- 
wood research program and also 
to contribute as an association to 
the public relations program of 
American Forest Products Indus- 
tries, Inc. 


Photo-engravers in Chicago 


207 North Michigan Ave. 


e FRANKLIN 5854 * 


Rain-Master 
Defends Gas Man 


in New Campaign 


Gary, Ind., March 7.— Under 
the heading, “Don’t shoot your gas 
pump man,” the Anderson Com- 
pany, maker of the Anco Rain- 
Master windshield wiper arms and 
blades, will employ a new copy 
theme in a series of advertise- 
ments to appear nationally this 
month. 

Pointing out the problems the 


gasoline filling station operators 
are confronted with because of 
the war, copy will declare that the 
operators want to be as helpful as 
before the war and will suggest 
ways in which motorists can coop- 
erate with them to secure better 
service. 

For the past year the company’s 
advertisements have stressed that 
Rain-Master blades and arms were 
available, that they are “safety 
replacement parts—war-rated by 
Uncle Sam as essential,” adding 
that “your dealer has them right 
now—and can get more quick.” 

The new series of ads is sched- 


uled for The American Weekly, 
Collier’s, Life, Parade, The Satur- 
day Evening Post and This Week 
Magazine, in Sunday roto sections 
and in 125 newspapers in key mar- 
kets in every state of the nation. 
The company will supplement the 
campaign with special advertise- 
ments in business papers and 
direct mail. Arthur R. Mogge, 
Inc., Chicago, handles the account. 


Names Threlfall 


Robert R. Threlfall, formerly 
with New World Illustrated, To- 
ronto, has joined the Toronto ad- 
vertising sales staff of Liberty. 
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Admen to Hear Dewey 


Gov. Thomas E. Dewey of New 
York and Eric A. Johnston, presi- 
dent of the U. S. Chamber of 
Commerce, will speak at the 
23rd annual dinner of the Bureau 
of Advertising, American News- 
paper Publishers Association, on 
April 27 at the Waldorf-Astoria, 
New York. Frederick C. Craw- 
ford, president of Thompson Prod- 
ucts, Cleveland, will be among the 
principal speakers at the Bureau 
of Advertising session of the 
ANPA convention which will be 
held April 26. 


MAIN OFFICES 


“CONSOLI DATED 


WISCONSIN RAPIDS, WISCONSIN 


| SHATTERING ALL TRADITIONS | 


It has always been a tradition that men could not 
fight machinery. Yet in our present war two or three 
infantrymen...armed with an entirely different rocket- 
type gun, affectionately nicknamed the Bazooka. . . are 
stopping and destroying the enemy’s biggest tanks. 


When the story of this war is finally written much 
credit must go to America’s remarkable genius in 
devising quicker, better ways of doing things. That 
ability has provided the solution of countless war 
_ problems. And many peace-time developments of 
American industry have been of tremendous value to 
our war effort... atypical example being an achieve- 
ment of nine years ago which made possible the 
speedy, economical production of fine coated paper. 


surgical supplies and other items. But probably the 
most important war use for paper is in keeping all of 
us informed as to just what is going on overseas. 


Our national magazines not only give us the facts 
but continually reproduce actual battle-front photo- 
graphs which show exactly what is happening. To 
reproduce such photographs realistically and clearly, 
enamel-coated paper has long been an ideal medium. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


four Modern Mills. . 


PAPERS» 


AT UNCOATED PAPER PRICES 


How essential is paper to our war effort? We know 
that paper is needed to wrap and protect the precious 
supplies flowing to our far-flung fronts. We know that 
many ingredients of paper must be used for powder, 


Consolidated Water Power and Paper Company 
derives much satisfaction from the fact that its 
pioneering development of 1935... which materi- 


ally reduced the cost of coated paper... makes it 
possible to provide a substantial portion of the 
coated paper so essential today. 


And because Consolidated Coated 
is produced faster and more 
economically, its manufacture 
requires a minimum of man-power 
and machine-hours which are 


now so vital. 
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135 SO. LA SALLE SY., CHICAGO $ 
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Hooper Pamphlet 


Explains Use of 
Expanded Ratings 


New York, March 8.—Following 
the recent announcements by both 
C. E. Hooper, Inc., and the Coop- 
erative Analysis of Broadcasting 
of widely expanded services into 
the field of measuring radio audi- 
ence listenership (AA, Feb. 7), 
Hooper this week distributed a 
pamphlet to subscribers explain- 
ing the proper use of “Network 
Hooperatings,” “Network Urban 
Cross-Section Hooperatings,” and 
“U.S. Urban Cross-Section Hoope- 
ratings.” 

Prepared by Dr. M. N. Chappell, 
technical consultant to the Hooper 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


organization, the pamphlet gives a 
detailed analysis of the objectives 
behind the new ratings by com- 
paring their function with that of 
“Network Hooperatings,” which 
cover 32 cities of equal four-net- 
work opportunity. 

It outlines six steps necessary to 
balance the sample for factors in- 
herent in radio coverage and com- 
petition necessarily taken to de- 
velop a sample which is nationally 
significant of radio listening. 

Asserting that the primary and 
essential characteristic of ‘Net- 
work Hooperatings” is that the 
rating of one advertiser’s efforts 
must be strictly comparable with 
the “rating” on another adver- 
tiser’s effort, the pamphlet stresses 
the fact that its own, or any 
other cross-section ratings, are 
no substitute for “Network Hoop- 
eratings.” The latter may be used 
by talent, program producers, and 
management in the original form 
in which they are furnished, the 
pamphlet says, adding that “Cross- 
Section Ratings’ are primarily 
tools of the statisticians and ana- 
lysts. 

Referring to CAB’s plan to 
extend its services in the near 


future, the pamphlet says: “The 
self- evident CAB plan to ‘rotate’ 
the list of small cities sampled, 
in order to avoid respondent ex- 
haustion from repetitious inter- 
viewing, suggests that this major 
factor will place the base for the 
CAB 8l-city rating in the shift- 
ing sands of whim-swept board 
meetings.” 


Pyrene Advances 
Bauer, Three Others 


Nelson Bauer, district manager 
in Newark, N. J., for the Pyrene 
Mfg. Company, Newark, since 
1929, has been named assistant 
general sales manager of the com- 
pany. 

Raymond F. Poole, assistant dis- 
trict manager in Chicago, has been 
named to succeed to Mr. Bauer’s 
former post. Frank R. Kachel, a 
Pyrene sales representative in Chi- 
cago since 1938, has been ap- 
pointed to Mr. Poole’s former 
position, and Truman Young, 
assistant advertising manager, has 
been named advertising manager, 
continuing as advertising manager 
of the Pyrene affiliate, C-O-Two 
Equipment Company, Newark. 


Use ANY or ALL of these local daily papers 
in lowa to work for you 


PAPER 


Ames Tribune (B) 
Atlantic News-Telegraph (B) . 
Boone News-Republican (B) 
*Burlington Hawk-Eye Gazette (LB). 
tCedar Rapids Gazette (B) 
Centerville lowegian & Citizen 
Charles City Press (B) . 
Cherokee Times & Chief (B). 
*Clinton Herald (B) 
Council Bluffs Nonpareil (LB) 
Creston News-Advertiser (LB) 
t*Davenport Times*-Democrat (LB) 
t*Dubuque Telegraph-Herald (LB) 
Fairfield Ledger (B) 


Fort Dodge Messenger & Chronicle ‘(B). 


Fort Madison Democrat (LB) 
lowa City Press-Citizen (B) 
*Keokuk Gate City (LB) 
Marshalltown Times-Republican . 
*Mason City Globe-Gazette (B) . 
Mt. Pleasant News 
*Miuscatine Journal (B) 
Nevada Journal (B) 
Oelwein Register (B) 
Oskaloosa Herald (B) 
Ottumwa Courier (B) 
Shenandoah Sentinel (B) 
t*Sioux City Journal-Tribune (LB) 
Washington Journal 
t Waterloo Courier (B) 
Webster City Freeman-Journal (B) 


Total. . 


*Considerable out of state circulation. 
{Published Sunday also. 

(B) Accepts Beer Advertisements. 

(LB) Accepts Liquor and Beer Advertisements. 


ae a Boston millionaire, whom he 
== | was representing, would have 


@ It’s a market, Gentlemen... the 
rich and responsive state of Iowa. 
eft PAID People here are buying now and 
4,216 planning now ... making present 
ms sales and post-war potentialities 
equally great, equally desirable. 
5.744 What’s more, we've got the ideal 
ie way to make this market yours. 
ye Thirty-two local daily papers in 
4,720 thirty-one key markets give your 
Shane advertising that on-the-spot force. 
aa the appeal, the interest that only a 
aH local daily paper can claim. This is 
7,601 sales-compelling advertising 
oan MERCHANDISABLE ADVERTIS- 
a ING ... that convinces the people 
4.378 who buy and the dealers who sell 
sane your products. What a combination. 
16,908 Use it now! 
3,654 
78,033 
. 3,783 
459,382 
MERCHANDISABLE CIRCULATION 
through 32 local daily papers in 31 
dominant markets in the rich and 
responsive state of lowa. 
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The accomplishment of a daily good deed is in store for John E. 
Surrick, sales mgr. of WFIL. He has been elected to membership- 
at-large in the Philadelphia Council of the Boy Scouts. . . Ad tech- 
niques have been a valuable contribution to infantry training, ac- 
cording to word from Camp Blanding, Fla. Master Sgt. Jack D. 
Lowry and Staff Sgt. Edwin N. Chapman, former partners in a Los 
Angeles agency, are responsible for some silk screen posters for the 
Army’s visual aid program... 

S. S. Wallace Jr., publisher of the Herald-Journal, Spartanburg, 
S. C., has been named a member of the military affairs comm. of 
the local C. of C. . . T. W. Rolph, v.p. of the Holophane Co., has 
been elected pres. of the Ohio Society of Professional Engineers. . . 
The new pres. of La Chambre de Commerce Belge au Canada is 
Rene Lambert, gen. mgr. of Industrial Sales Ltd., Montreal. . . 

The Poor Richard Club, Philadelphia, one of the oldest ad clubs 
in America, will honor Mark Woods, pres. of the Blue Network, on 
March 15 with a citation of merit for his enterprising leadership 
in network broadcasting and “outstanding contribution to the wel- 
fare of the American public.” . . 

Gerold M. Lauck, exec. v.p. of N. W. Ayer & Son, in Phila., be- 
came a grandpa when son Ger- 
old Jr., a lieutenant in the Army 
air forces now on active duty, 
and Mrs. Lauck recently greeted 
a new son, named Anthony Ger- 
old. .. A broken ankle suffered 
from a fall has Carlos Franco, 
dir. of station relations for 
Young & Rubicam, New York, 
hobbling around on crutches... 

From the President of the 
U. S. to Tom Victor, Ruthrauff 
& Ryan radio producer in New 
York, came the usual “greet- 
ings.” Tom’s in 1-A and await- 
in’. .. Louis Shappe, who heads 
his own ad agency in New 
York, blamed premature pub- 
licity for killing a deal in which 


SURPRISE PARTY—Staff members of 
The Architectural Forum, officials of 
Time, Inc., and old friends were on 
hand at a surprise party at the Wal- 
dorf-Astoria to help Howard Myers, 
shown at the left, publisher of the 
Forum, celebrate his 25th year with the 
publication. With him in the picture 
is Roy E. Larsen, president of Time, Inc. 


become the new owner of “dem Brooklyn Bums,” a certain base- 
ball team... 

A comely officer from the Correct Grooming Dept. of the women’s 
reserve of the Marine Corps called on Charles Revson, pres. of 
Revlon Products Corp. with an urgent request for a supply of nail 
enamel which the company had discontinued. It seems the par- 
ticular shade the gals wanted matches the red chevrons on their 
uniforms and hat cords. By emulating the winning ways of the 
male Marines they are getting their requested product, which just 
happens to be sold, when it is sold, under the brand name of 
“Bravo.” .. 

Long active in fostering racial unity, Alfred J. McCosker, chmn. 
of the board of Mutual Broadcasting System, has been named a 
member of Mayor La Guardia’s newly-formed city-wide committee 
on unity in New York, to promote understanding and mutual re- 
spect among all racial groups. The Mutual exec. was also the 


recipient of the B’nai B’rith Meritorious Service Medal in recogni- 
tion of his many services in the field of Americanism and phil- 
anthropy... 

Wesley Nunn, ad. mgr. of Standard Oil (Ind.), back in Chicago 
after a vacation in the Southwest, might be excused for walking 
bowlegged. He says he found just horses—not even an A card. He 
made the annual trek by train. . 


TALKING IT OVER—Admiring the plaque presented by the Chamber of Com- 

merce of Gary, Ind., to H. B. Snyder, editor of the Gary Post-Tribune, for his 

numerous civic good works are, left to right: F. G. Hubbard, assistant to the 

publisher; Stanley Harvey of Burke, Kuipers & Mahoney, national representative; 

Frank Westcott, advertising director; H. B. Snyder; Jack Snyder, son of J. 

publisher of the Post-Tribune: and Clarence Kuipers, president of Burke, 
Kuipers & Mahoney. 


First of Cincinnati’s Leap Year babies was born at 12:33 a. m., 
Feb. 29, to Bernard Rodner and his wife, Irene. The proud papa is 
ad mgr. of Sears, Roebuck in Cincinnati. . . Isaac D. Levy, head of 
Station WCAU, Philadelphia, is campaigning for the vacancy on the 
Fairmount Park commission, created by the recent death of Samuel 
Fleisher, art patron and founder of the Graphic Sketch Club... 

Scores of reps have been dropping in at the D’Arcy agency in 
St. Louis to say their goodbyes to a friend of many years. Mrs. 
M. R. Johnson, who has been D’Arcy’s receptionist for 23 years, 
is retiring. . . A. Schiller, exec. head of Outdoor Displays, Passaic, 
N. J., has just returned from a three-week trek through the Mid- 
west... 
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War Loan Ads Hit 


‘an All-Time Peak, 


Treasury Declares 


Washington, D. C., March 8.— 
Reviewing media participation in 
the recent 4th War Loan drive, 
Treasury officials reported today 
that exclusive of radio, $11,866,- 
| 221 in advertising had been packed 
| into a five-week period “for the 
| biggest advertising campaign in 
history over a similar period of 
| time.” 

Although the 4th War Loan 
drive was somewhat longer than 
any of the earlier campaigns, the 
Treasury made sizeable gains in 
all branches of the magazine field, 
and impressive linage in both 
daily and weekly newspapers. 

Despite large paper cuts which 
went into effect Jan. 1, both daily 
and weekly newspapers actually 

increased the number of Treasury 

ads carried for the 4th War Loan. 

In both instances, however, there 

was a small decline in linage. 


Linage Off in Weeklies 


Weekly newspapers, which have 
complained that “the well is run- 
ning dry,” and asked for paid gov- 
'ernment advertising, ran 170,830 
4th War Loan ads, compared with 
63,846 for the 3rd War Loan. In 
lines, however, the weeklies 
dropped from 67,976,375 reached 
during the 3rd to 61,748,242 in the 
4th loan. 

Daily newspapers carried 89,048 

separate 4th War Loan ads, 
slightly ahead of the 3rd, when 
88,947 were carried. Dailies also 
dropped lines, carrying 58,443,134 
for the 4th, compared with 61,573,- 
588 in last November’s drive. 
The dollar value breakdown of 
the 4th, compiled by private out- 
side agencies, was as follows: 
\Daily newspapers, $6,085,005; 
eekly newspapers, $1,764,235; 
jgeneral magazines, $1,521,200; out- 
oor, $1,409,300; trade publications, 
763,000; farm magazines, $323,- 
80. 


Magazines Boost Support 


Particularly among magazines, 
tthe 4th War Loan drive showed 
ncreased advertiser and media 
upport. A total of 1,212 different 
agazines carried the Treasury’s 


eral magazine cooperation was 235 
or the 3rd and 328 for the 4th; 
trade publications, up from 550 to 
52, and farm magazines jumped 
om 55 to 132. 
In announcing the results, Ted 
Gamble, national director of 
e war finance division, char- 
Bcterized the showing as “a truly 
markable record.” Mr. Gamble 


ent spending 10 cents of the tax- 
money for advertising 


iously announced that total sales 


hich sold over $16,000,000,000 in 
nds, and exceeded both indi- 
idual and total sales quotas, was 
ss than one thirty-third of a cent 
r dollar of sales. 


Roughly, two-thirds of the 


ar Advertising Council. 

The other third was composed 
f locally prepared and sponsored 
Py or copy prepared and spon- 
red by national advertisers. In 
ddition to the official Treasury 
ds, magazines also carried many 
undreds of thousands of dollars 
orth of additional advertising 
repared and placed by leading 
> advertisers, the Treasury 
aid. 


Compiling Radio Figures 


Among other media, the Treas- 
said that the final radio figures 
would have to await compilations 
by the National Association of 
roadcasters and OWI. In out- 
door, a total of 26,000 locally 
onsored 24-sheet posters were 


dustry contributed an additional 
14,390 24-sheet posters, and na- 
tional advertisers gave 27,816 more 
posters. 

The Treasury report on results 
of the drive did not include addi- 
tional items, such as_ 10,000,000 
match-book covers donated by the 
Lion and Ohio Match Book Com- 
panies; 29,000 3-sheet displays 
used by the nation’s motion pic- 
ture theaters, millions of milk 
bottle collars, and a showing on 
American Railway express trucks 
valued at several hundred thou- 
sand dollars. 


$1,000,000 NBC 
Plant to Be Built 


National Broadcasting Company 
expects to have in operation by 


next fall a huge $1,000,000 short- 


wave broadcasting plant in San 
Francisco to serve the Far East, 
the Pacific area and Latin Amer- 
ica. Work is expected to start 


soon on the plant, which will be 


designed and built by NBC for 
and in collaboration with the OWI 
and the Defense Plant Corpora- 
tion. 

Consisting of four powerful Sta- 


tions, the shortwave plant, for the 
duration of the war, will be op- 
erated technically by NBC, San 
Francisco, for the overseas branch 
of the OWI, which will handle 
program operations. 


Joins Aves Agency 

Elizabeth McGonigle, formerly 
with Simons-Michelson, Detroit, 
Station WCAR, Pontiac, Mich., and 
S. S. Kresge Company’s advertis- 
ing department, has joined Wesley 
te & Associates, Grand Rapids, 
Mich. 


55 
Callender Joins Agency 


William Callender, formerly ad- 
vertising manager of the Gulf 
States Utilities Company, Louisi- 
ana division, Baton Rouge, has 
joined Lamport, Fox, Prell & Dolk, 
South Bend, Ind., agency. 


Otis to Roche, Williams 


Arthur: F. Otis, formerly an ac- 
count executive with Caples Com- 
pany, has joined the copy staff of 
Roche, Williams & Cunnyngham, 
Chicago. 


THE CHRISTIAN SCIENCE MONITOR 
Sores lie Ta Fifth Ansar 


Republican 


Friday —News, 


Fifth Aven G 
Aid for Dewey Of Treasury Is y Gains 10 Mil 
On Serap Heap Soviet Pincers Peril 500, 


Nazis; 


Todays Woman 


‘Mrs. Nicky's’ Career R. 


RESULTS? Yes, plenty! 
Here’s what James E. Knox 
of the Charles B. Knox Gela- 
tine Company writes: 


“I could write a daily 


testimonial _ letter, 


back over thirty years, to 
the effectiveness of our ad- 
vertising in The Christian 
Science Monitor. Your read- 


ers are most responsive .. .” 


Bireined 


going 


Manufacturer 
Uses Monitor Over Years 


The advertisements on this reproduction of Today’s Woman page 


represent but a few of the many grocery product advertisers using 


The Christian Science Monitor. In this newspaper they are reach- 


ing homes where quality is preferred and where customers are 


in the habit of buying Monitor-advertised products. 


You can get a clear idea of the Monitor’s unique merchandising 
value to you by looking through the list of our 2,222 retail food 
advertisers, which we will send you on request. 


Published by The Christian Science Publishing Society, One, Norway Street, Boston 15, Mass. 
BRANCH OFFICES: New York, ney; Detroit, Miami, St. Louis, Kenses City, Sen Francisco, Los Angeles, Seattle . . . London, Geneva, Sydney 


THE CHRISTIAN SCIENCE MONITOR 


A Daily Newspaper for Ali the Family 
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Named Food Editor 


Julia Bliss Joyner has been ap- 


Named by ‘Public Power’ 


May & Woodhouse, Chicago, has 


pointed food editor of Macfadden| been named publisher’s represen- 


Women’s Group. She was at one|tative in the Midwest for Pubiic 


time with Pictorial Review. 


Power, Washington, D. C. 


You’d like to know—but you 
can’t visit all the stores to find out. 


Yet you can get a reliable check 
on retail dealer activities by sub- 
scribing for ACB Newspaper Re- 
search Service, for ACB reads 
every advertisement published 
in the daily newspapers. 


Brand preferences are reflected in 
local newspaper ads—where the 
dealer lists items he considers 
have enough pull to draw cus- 
tomers. 


Our research department exam- 
ines the papers to learn what is 


ACB NEWSPAPER RESEARCH SERVICE 


THE ADVERTISING CHECKING BUREAU, INC. 


being featured—what prices are 
being charged. This service should 
be a part of your present and 
post-war plans. 


Twelve research services are 
offered by ACB, covering a wide 
range of subjects. You may have 
them continuously or periodically 
—on a national basis or locally. 


SEND TODAY: 


for a 24-page Catalog de- 
scribing and illustrating the 
12 helpful services which 
ACB will furnish to mer- 


chandisers. Gives details 
of cost, coverage, list of 
users, etc. 


New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street * San Francisco (5), 16 First Street 


NATION... 


chickens, 62,000,000 


3,330,000,000 laid. 


IOWA TOPS THE 


IN POULTRY AND EGG PRODUCTION 


Another lowa 1943 achieve- 
ment was outproducing all 
other states in total number of 
raised 
and in total number of eggs, 


RAPI DS 


You'll find a bigger share of “poultry-made” dol- 
lars in the eastern lowa market where over 46,500 
families are daily and Sunday readers of the 


Che Cedur Rapids Guzette 


Represented 


Nationally by New York 


THE ALLEN-KLAPP CO. 


Chicago 


Detroit 


March 28-31. 
agement Association, annual pack- 
aging conference and exposition, 
Palmer House, Chicago. 

April 4-6. National Sales Pro- 
motion Clinic by the Sales Pro- 
motion Division of the National 


American Man- 


Retail Dry Goods Association, 
Netherland Plaza Hotel, -Cincin- 
nati. 

April 23. American Association 
of Newspaper’ Representatives, 
spring dinner meeting, Waldorf- 
Astoria, New York. 

April 25-27. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 16-17. Inland Daily Press 
Association, spring meeting, Chi- 
cago. 

May 18-19. Toilet Goods Asso- 
ciation, Waldorf - Astoria, New 
York. 

May 25-27. Associated Business 
Papers, annual spring meeting, 
Country Club, Rye, 


June 4-7. Advertising Federa- 
tion of America, annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicago. 

June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 

June 5-7. Newspaper Adver- 
tising Executives Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 
vertising Association, annual meet- 
ing, Palmer House, Chicago. 

June 12-14. Pacific Advertising 


Association, annual convention, 
Fresno, Cal. 
Aug. 28-31. National Associa- 


tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. 

Sept. 25-27. Southern News- 
paper Publishers Association, an- 
nual convention, Arlington Hotel, 
Hot Springs, Ark. 


‘True Comics’ to 
Boost Circulation 25°/, 


True Comics, New York, has 
increased its circulation guarantee 
by 25% to 500,000 net paid ABC 
yearly average, effective with its 
April issue. The publisher has 
suspended his less important comic 
magazines and transferred their 
paper allotments to True Comics. 

Beginning with the October 
issue, ad rates will be increased 
to $550 for four-color Benday 
pages, with engravings provided 
without charge. Advertisers may 
order through the September issue 
at the current rates. 


Three to Franklin 


The Franklin Advertising Serv- 
ice, Boston, has been named to 
handle the accounts of Columbia 
Coat Company, Boston, maker of 
men’s and young men’s suits, top- 
coats and overcoats; Picariello & 
Singer, Boston, maker of boys’ 
jackets and suits; and the Stan- 
wyck Winding Company, New- 
burgh, N. Y., maker of electronic 
windings and coils. 


Advertising Age, March 13, 1944 


“Positions W anted,” 
tatives Available,” 

cash with order. All 
rates): % in., $2.75; 1 


The Advertising Market Place 


The rates for this department are as follows: 

“Representatives W anted,” 
30 cents a line, minimum charge $1. 
other classifications 
to 3 in., $4.75 per inch. 


“Help Wanted,” 
and “Represen- 
Terms 


(single insertion 


HELP WANTED 


HELP WANTED 


ARE YOU HAPPY 
on the job? 


By our Genetic Technique Analysis we de- 
termine Native Abilities. Practical business 
acumen shows their proper use in the light 
of educational and experience background. 
The net result is job happiness. 


Write or phone for our free booklet, ‘‘How 
to ——. Men and Jobs.’ 

ALES OPPORTUNITIES 
PERSONNEL CONSULTANTS 
‘‘matching men and jobs”’ 

8 South AN Dover 3129 
(Solid firms costing sound men only are 


solicited 


MAIL SALES PROMOTION 
MANAGER 


We need a specialist in the packag- 
ing field who understands all phases 
from design to completed product. 
We manufacture labels, tags and 
small cartons for a select clientele. 
State your experience in detail when 
answering 
Box 4637, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EDITOR WANTED—Immediate po- 
sition available for technical editor 
with executive background in avia- 
tion publishing to assume full re- 
sponsibility for editorial content of 
technical and maga- 
zine. Excellent opportunity for high- 
ly qualified, experienced man only. 
Experience must include aircraft, 
maintenance, airport construction 
and operation. Give ~ eae! details, 
previous earnings, et 

Box 4634, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 

20 YRS. 


ADV. EXPERIENCE 
WANTED: 


Advertising production 
manager, man or woman. Responsi- 
bility and opportunity to the 
limit of your ability. Small agency, 
founded 1905. 
Box 4633, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


RESEARCH MAN—for Pacific North- 
west’s largest advertising agency— 
must understand market and con- 
sumer surveys, particularly food 
and industrial product development 
studies, specially relating to vos 
war. 1 also “double in brass” 
account executive on selected ee 
counts. Excellent oportunity for 
right man. 

Box 4629, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. a Chicago, Ill, 


Industrial Agency Copywriter; at 
once by leading Chicago Agency. 
Permanent position with an assured 
future. State experience, draft status 
and salary requirements. 

Box 4627, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
CAPABLE PRODUCTION MAN for 
advertising agency. Full knowledge 
of printing and typography, etc. Give 
draft status, agency experience, and 

full details. 
Box 4640, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


Income Tax is hard to pay with this 
year’s income. 25 year 4F for agency. 
Box 4639, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING ASSISTANT 
AND 


PRODUCTION MAN 
Available April 1st. Practical agency, 
newspaper and manufacturing ex- 
perience in drug and food field. Ver- 
satile. Age 38—married—3 children 
—3D. Chicago or 250 mile radius. 

Box 4636, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SOUND CREATIVE WRITER 
Experienced primarily in copy that 
sells, yet versatile—prolific idea pro- 
ducer. Record shows assignments 
invariably on agency’s largest bill- 
ing accounts, additional proof of ex- 
cellence. College graduate. Family 
man. Draft exempt. Accustomed to 
earn $10,000 plus—and worth it. 
Now government employed, Wash- 
ington. 

Box 4632, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


You can hire twenty years advertis- 
ing experience for $5,000. Have ten 
years background in the automotive 
field. Know all phases of adver- 
tising production, merchandising, 
media, market analysis, etc. Mar- 
ried, ‘two children, Protestant, 39. 
Permanent position desired. 

Box 4631, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING SPACE SALESMAN 
—with record to prove sales ability 
is above the average desires connec- 
tion in national field in Chicago. 

Draft exempt. 

Box 4630, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Free lance artist can handle addi- 
tional work either layout or finish. 
Paper novelties, direct mel. and die- 

cutting design a special 
Box 4597, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 


Special advertising sales representa- 
tion available to publications need- 
ing coverage in Virginia and the 
south. Special assignments and edi- 
tions swiftly handled. P. O. Box 1075, 
Richmond 8, Va. 


Chicago Stations, AFM 
Sign New Contract 


Employment of additional musi- 
cians, time and a half for overtime 
and salary increases for music 
librarians and their assistants are 
included in the new _ contract 
signed by network stations in Chi- 
cago—WMAQ, WENR, WBBM and 
WGN—and the local unit of the 
American Federation of Musicians. 

Under a compromise agreement, 
the stations agreed to employ five 
additioaal staff musicians immedi- 
ately, and five more at the end of 
the year. Wage scales remain the 
same, except for the overtime 
provision. The new pact, effective 
for three years, replaces the con- 
tract which expired Jan. 31. 


(| 


ee 


Newspaper Ad Bureau 
Releases Dealer Cards 


Retailers throughout the coun- 
try will be told in a new series of 
mailing cards released by the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
that “Your best insurance for 
postwar sales ... is to keep sup- 
plying your customers, as well as 
you can, with the products they 
know best—the products adver- 
tised by your manufacturers in 
local newspapers.” 

The new series of cards, for use 
by member newspapers from 
March through June, continues 
the bureau’s program of promo- 
tion to retailers which was inau- 
gurated in 1941 with the theme, 
“In wartime, the best support your 
manufacturers can give you is 
newspaper advertising.” 


Cigar Supply Short 


In spite of the increased de- 
mand, the Cigar Institute of 
America reports a 16% drop in 
sales to wholesalers in 1943. In 
January, 1944, cigar sales to U. S. 
wholesalers amounted to 366,918,- 
681, compared with 436,744,005 in 
January, 1943. These figures in- 
clude only sales for the home front 
and not the tax-free government 
purchases for foreign fronts. A 
drop of 22.6% was reported in the 
sales to wholesalers for civilians 
and service men for the first seven 
months of the fiscal year, July, 
1943, to January, 1944. 


ADVERTISING AGENCY 


Experienced assistant in space buying and 
ng dopertmont. Man or woman. Typing 
Ey Five | week. Must like figures. 
$150-$175 per mon Write fully. 


Box 4638, ADVERTISING AGE 
100 E. Ohio St., Chicago II, IHinois 
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American Home 


# Products Sets Up 


New Food Division 


New York, March 8.—In an im- 
portant reorganization of its op- 
erations which will ultimately re- 
sult in the setting up of six op- 
erating divisions to handle the 
products of its 
multitudinous 
manufacturing 
and subsidiary 
organizations, 
American Home 
Products Cor- 
poration this 
week a n- 
nounced forma- 
tion of a new 
food: division, to 
embrace Harold 
H. Clapp, Inc. 
(baby foods), 
G. Washington Coffee Refining 
Company, and P. Duff & Sons 
(prepared baking mixes). 

Henry W. (Tex) Roden, presi- 
dent of Clapp, has been elected a 
vice-president of American Home 
and will be in charge of the new 
food division. Other divisions to 
be set up within American Home 
will cover: 

(a) Pharmaceutical, biological, 
nutritional and vitamin products, 
made by such subsidiaries as Gen- 
eral Biochemicals, International 
Vitamin Corporation, Reichel 
Laboratories, John Wyeth & 
Brother. 

(b) Household products, such 
as those of A. S. Boyle Company. 


H. W. Roden 


(c) Cosmetics (Louis Philippe, 
etc.), probably including Kolynos. 
(d) Packaged drugs, such as 


Anacin, BiSoDol, and _ probably 
Petrogalar and others. 
(e) Foreign, which will pre- 


sumably handle foreign sales 
for all American Home products. 
Many of the company’s subsidi- 
aries have well-established 
branches in many parts of the 
world. 


Charter Issued 


Mr. Roden will continue as 
president of Clapp (acquired by 
American Home in 1939), which 
he has headed since 1933. He will 
also continue as board chairman of 
G. Washington (acquired by 
American Home last year), and as 
a board member of P. Duff (which 
has just come into the American 
Home family). He will, how- 
ever, relinquish his duties as 
chairman of the advertising plans 
board which American Home set 
up last year as an over-all plan- 
ning committee for all its adver- 
tising, which now totals more than 
$12,000,000 annually. 

Simultaneously with the an- 
nouncement of the new food divi- 
sion, Alvin G. Brush, American 
Home president, announced issu- 
ance of a charter to American 
Home Foods, Inc., which will 
probably become the corporate 
name and administrative body 
for the new food division at 
a later date. Officers of this new 
company are Mr. Roden, president; 
R. B. Thomas, Clarence Mark, 
William H. Duff II, and Walter F. 
Silbersack, vice-presidents; and 
Herbert E. Carnes, secretary-treas- 
urer. Offices will be at 22 E. 40th 
St., New York. 


Appointment Important Factor 


“The corporation is deeply in- 
terested in the success of its food 
companies,” Mr. Brush said in an- 


Advertising Manager 


Experienced salesman to take complete 
charge of national magazine. 180,000 ABC 
circulation. Prefer man with contacts in high 
class mail order as well as national accounts. 
Man who qualifies has unlimited opportuni- 
ties; must be top flight, clean and aggressive 
and hard worker with some ideas for adver- 
tising promotion as well as capacity for long 
range planning. This job will pay salary plus 
commission. Send detailed information. Our 
Box 4642, ADVERTIS- 
ING AGE, 330 W. 42nd St., New York City 18. 


nouncing the new move. “In 1943, 
the food sales accounted for 13.5% 
of the corporation’s total dollar 
volume. Formation of a food divi- 
sion under the supervision of Mr. 
Roden will aid greatly in making 
the corporation an _ increasingly 
important factor among the na- 
tion’s packaged food manufactur- 
ers.” 

“Tex” Roden, so-called because 
he is a native Texan, was gradu- 
ated from Cornell after serving as 
a Navy flying instructor in the last 
war, was a salesman for American 
Colortype Company, Chicago, and 


joined Johnson & Johnson in 1927. 
From 1929 to 1935 he was director 
of the J&J baby products division 
and also sales and advertising 
manager of Harold H. Clapp, pur- 
chased by J&J in 1931. He moved 
over to Clapp as president in 1933, 
and continued in that position 
when American Home bought the 
company. 


Active in Ad Circles 


Mr. Roden has been exception- 
ally active in organized advertis- 
ing circles. He is a board mem- 
ber and former chairman of the 


Association of National Advertis- 
ers, chairman of the jury of the 
Annual Advertising Awards this 
year, and one of the founders and 
board members of the War Adver- 
tising Council. He is also an au- 
thor. His first mystery novel, 
“You Only Hang Once,” published 
by Morrow, has had a phenomenal 
success and his second will shortly 
be published. 

Only last month Mr. Roden took 
time out to write the inaugural 
“Dear Joe” letter for the feature 
which ADVERTISING AGE launched 
in its Feb. 21 issue. 


Names Whittemore 


Edwin C. Whittemore, formerly 
with H. L. Moore Company, Bos- 
ton agency, has joined Bennett, 
Walther & Menadier, Boston, as 
an account executive and principal 
of the agency. 


Joins Gettle-Jefferis 


James P. Elliott, commercial 
artist formerly with Montgomery 
Ward & Co. and the Chicago office 
of Ruthrauff & Ryan, has joined 
the Gettle-Jefferis Company, Fort 
Wayne, Ind., agency. 


New 


A factual report of radio 


listening habits based 


upon 


PERSONAL 


INTERVIEWS 


The most comprehensive, concentrated study of radio 
listening habits ever made in the Philadelphia Market Area. 


Contains 256,000 reports on 472 
quarter hour periods surveyed 
during seven consecutive days. 


If you haven’t received your copy, 
we'll gladly send you one. 


MINENT RADIO STATION 


50,000 WATTS * NON-DIRECTIONAL 


an 
Pp 
my 

| | 
. 


Electrical Assn. 
Organizes New 


Service Bureau 


New York, March 8.—Establish- 
ment of a new service bureau as 
a central source of information 
about the industry was announced 
today by the National Electrical 
Manufacturers’ Association. It will 
be known as the Electrical Manu- 
facturers Public Information Cen- 
ter. 

The center, to be in operation 
March 15, will endeavor to assem- 
ble under one roof all available 
facts about the industry—its prod- 


Leather, Billfolds, 

Walets, Diaries, Mechanical 

Pencils, Safety First Cases, Novelty Key Cases, 

countless other items. Inexpensive, resultful. 
ADVERTISERS PUBLISHING CO. 

Dept. AA-3, Ann Arbor, Mich. (Salesmen Wanted) 


ucts, history of its growth, war- 
time activities and future. Prin- 
cipal objective will be to provide 
reporters, writers, science stu- 
dents, trade news editors and 
other interested groups with facts 
about the electrical manufacturing 
industry. Information will be 
available on such subjects as elec- 
tronics, appliances, motors, etc. A 
photograph library will be organ- 
ized as well as an index of indus- 
try motion pictures, literature and 
other materials available to schools. 

John M. Moorehead, formerly of 
the New York Herald Tribune and 
Kansas City Journal, has been ap- 
pointed chief of the information 
center. 


NBC Plans Clinic 


The third annual war clinic of 
the National Broadcasting Com- 
pany will be held March 13-15 in 
the Drake Hotel, Chicago, with 17 
executives from New York and 
more than 100 affiliate station 
managers and their key personnel 
attending. Niles Trammell, NBC 
president, will open the clinic with 
a luncheon address March 13. 


Johnson Renews 
‘Fibber McGee’ for 
Full Year on NBC 


Racine, Wis., March 8.—S. C. 
Johnson & Son has renewed “Fib- 
ber McGee and Molly,” effective 
April 4, for 52 weeks over the full 
NBC network. 

The comedy program, consist- 
ently at or near the top among 
network shows in CAB and Hooper 
ratings, is aired Tuesdays, 8:30 
to 9 p. m., CWT, in behalf of John- 
son’s wax. Needham, Louis & 
Brorby, Chicago, handles the ac- 
count. 


Two Sponsors Renew 


Two sponsors have renewed 
their share of the “News of the 
World,” featuring the commenta- 
tor, John W. Vandercook. Miles 
Laboratories, Inc., Elkhart, Ind., 
for Alka-Seltzer and One-A-Day 
vitamin tablets, has renewed the 
program on the full NBC network 
Mondays, Wednesdays and Fridays, 
and on 30 stations Tuesdays and 
Thursdays from 6:15 to 6:30 p. m., 


Cc] 8 mm.—180 feet eevee $5.50 
16 mm.—360 feet 
[_] 16 mm. Sound, 350 feet . 17.50 
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RCA BLDG. 
NEW YORK 20 CHICAGO 3 SAN FRANCISCO 4 


Send Castle Films’ “SALUTE To THE NAvy” 
size and length indicated. 


PROJECTOR? 


SHOW 17 BUM0 
WORKER MORALE/ 


Herz is the most amazing close-up destruc- 
tion of Jap planes ever recorded by a movie 
camera! An inspiring tribute to the world’s 

| greatest navy! From the training of Blue- 
jackets to the final breath-taking spectacle 
of blazing action, you see your Navy in un- 
leashed might on your own screen! Here is 
a movie that will show your workers how 
the equipment they are making is being 
used to blast the enemy . . . how the home 
front must back up the fighting men en- 
gaged in total war! Own this terrific movie! 
Show it to your organization now! 


Films Catalog describing 98 professionally- 
made movies you can own. Send coupon below. 


FIELD BLDG. RUSS BLDG. 


in the 


8.75 
Address 


City 


Remittance enclosed Ship C.0.D. 


State 


Send Castle Films’ FREE DeLuxe Catalog (1 


CWT, and on 91 stations Sundays 
from 10:15 to 10:30 p. m., CWT. 
Wade Advertising Agency, Chi- 
cago, handles the account. 

F. W. Fitch Company, Des 
Moines, for its shampoo, dandruff 
remover and No-Brush shaving 
cream, has renewed its sponsor- 
ship of “News of the World” for 
the 6:15 p. m., CWT, period on 
76 stations Tuesdays and Thurs- 
days. L. W. Ramsey Company, 
Chicago, is the agency. 


J&J Expands on CBS 


Johnson & Johnson has renewed 
“The Human Side of the News,” 
with Edwin C. Hill, for its fourth 
consecutive year over CBS and 
has expanded from 73 to 134 sta- 
tions, effective March 28. The 
commentator is heard Tuesdays 
from 6:15 to 6:30 p. m., EWT, with 
rebroadcast at 12:30 a. m., EWT. 
Young & Rubicam is the agency. 


General Foods Renews 


General Foods Corporation has 
renewed “We Love and Learn” 
on the full CBS network, effec- 
tive March 27. Heard in behalf 
of Grape-Nuts Flakes and Grape- 
Nuts Wheat Meal, the show is 
aired Mondays through Fridays, 
2:30 to 2:45 p. m., EWT. Young 
& Rubicam is in charge. 


Goodrich Renews 


“The Meaning of the News,” 
with Joseph C. Harsch, has been 
renewed by B. F. Goodrich 
Company over the full CBS net- 
work, effective March 13. The 
news broadcast is heard Mondays 
through Fridays, 6:55 to 7 p. m., 
EWT. Batten, Barton, Durstine & 
Osborn is the agency. 


Kellogg Expands 


“Jack Berch and the Three 
Sons,” sponsored by the Kellogg 
Company since Sept. 20 over 24 
Mutual stations in behalf of All- 
Bran, has been expanded to the 
full network, effective April 3, for 
52 weeks. Kenyon & Eckhardt is 
the agency. 


Feen-a-mint Renews 


Pharmaco Company, maker of 
Feen-a-mint, has renewed “Double 


DREAMS INTO REALITY—is the plea 
of this Home Insurance Co. ad sup- 
porting the heroic work of the Red 
Cross, its appearance in newspapers of 
New York and 50 other cities coin- 
ciding with the opening of the national 
Red Cross drive. The copy also ap- 
peared in financial papers and business 
publications. Albert Frank - Guenther 
Law, New York, is the agency. 


or Nothing,” over the Mutual net- 
work. Ruthrauff & Ryan is in 
charge. 


Starts ‘Victory Matinee’ 


Clearweave Hosiery Company 
has launched a new variety show, 
“Clearweave Victory Matinee,” 
over the Yankee Network. The 
program is aired Thursdays, 1:30 
to 1:45 p. m., EWT. 


Opens Ad Drive 

Petroleum Solvents Corporation, 
Long Island City, N. Y., manufac- 
turer of preventives for various 
types of petroleum residues, has re- 
leased a schedule in national maga- 
zines and business papers, with 
copy stressing that elimination of 
gum and sludge will prolong engine 
life. Picard Advertising Company, 
New York, is the agency. 


ing group. 


job, and we hope had fun. 


CATCHERS 


Announcement— 


THE WINNER OF OUR 
$100 CONTEST IS 


J.B. GUENTHER of the 
BRANHAM CO., CHICAGO 


E decided that Mr. Guenther is en- 
titled to the prize because he made 
what we consider a very substantial and 
plausible hook-up between our photo and 
his ad for Radio Station WCPO in an 
ad captioned, 


“Be Sure You Get 
COVERAGE 


where it is needed most’’ 


A check for $100 is winging its 
way to Mr. 


Guenther today. 


We received a great variety of 
splendid layouts and it was not easy to make a decision. 
There were many hair-breadth 
Guenther’s layout received the most votes of our judg- 


seconds”. However, Mr. 


Our thanks to all contestants, many of whom did a swell 
We wish it were possible to 
send a check to each of you. 


EYE CATCHERS, Inc. 


10 East 38th Street 
NEW YORK, 16 
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| Distinguished 


‘Models’ Sought 
for Calvert Ads 


(Picture on Page 63) 


New York, March 9.—With Cal- 
vert Distillers Corporation con- 
tinuing its highly successful cam- 
paign featuring photographs of 
distinguished men who favor its 
Lord Calvert whisky, a quest has 
been started for outstanding busi- 
ness or professional men to pose 
as subjects for two new ads titled 
“For Men of Authority” and “For 
Men of Diplomacy.” 

Valentino Sarra, ace photog- 
rapher who has been commissioned 
to do the portraits for the adver- 
tisements, is circularizing several 
thousand men in the high-income 
bracket, asking for the names of 
men who would qualify. The ama- 
teur “models” are offered $300 to 
be donated to their favorite char- 
ity. 

This type of advertising, accord- 
ing to company officials, has been 
an outstanding success and in the 
past year helped establish Lord 
Calvert whisky as one of the lead- 
ing top quality brands. For sev- 
eral years the brand had been 
produced in limited quantities for 
a small market, but this market 
increased greatly in the past two 
years. 


Photograph Dominates 


When it was decided to promote 
the brand on a national scale, 
Calvert was confronted with the 
task of advertising it in a way that 
would reflect the high quality and 
distinction of Lord Calvert, of- 
ficials said. This was done by 
developing a campaign featuring 
photographs of the most distin- 
guished looking men available, and 
using a minimum of copy so as to 
give each photograph the domi- 
nant role. 

Search for the type of man to 
represent the idea featured in a 
particular advertisement led to 
business and professional circles. 
Cyril Nast, who posed for the “For 
Men of Wisdom” photograph, is 
typical of the men selected. He is 
a retired utility executive and the 
son of Thomas Nast, the famous 
editorial cartoonist. Another 
“model” was Ralph G. Morrow, 
former Wall Street investment 
broker. One man who appeared 
in the series was offered a screen 
test by a leading moving picture 
producer. No professional models 
are used. 


Has Psychological Effect 


Success of the campaign is be- 
lieved to lie in the psychology be- 
hind the series. “Obviously,” said 
Ed Guttenberg, Calvert’s advertis- 
ing manager, “these fine looking 
men are prototypes of the kind of 
successful and distinguished states- 
men, business men and profes- 
sional men so prominent in the 
news today. This type is the ideal 
of many men and the desire to 
emulate them is natural. This 
means that the individual will feel 


Parachutes 


are just one example of the scores 
of products Buffalo is making for 
our armed forces today. And to- 
morrow this same diversity of Buf- 
falo’s industries will continue to 
make this one of America’s most 
important markets. 


Only Morning and Sunday 
Newspaper in Buffalo 


that ‘if men of that type drink 
Lord Calvert, so should I.’” 

To merchandise the campaign to 
wholesalers and retailers, Calvert 
has dramatized it in a series of 
large four-page folders. The ad- 
vertisement is shown on the inside 
cover, while a cover of one of the 
magazines in which it appears is 
shown on the right facing page. 
The campaign, handled by 
Geyer, Cornell & Newell, Inc., is 
being presented in Argosy, Cos- 
mopolitan, Cue, Esquire, Fortune, 
Gourmet, Life, Newsweek, The 
New Yorker, The Playbill, Prom- 
enade, Social Spectator, and Time. 


Powers to Caples 


Donald J. Powers, formerly di- 
rector of public relations for the 
Celotex Corporation, Chicago, has 
been named an account executive 
in the Chicago office of the Caples 
Company. 


Two Named Directors, 
Wolf Joins Compton 


Edward Battey Jr. and Frank 
Griffin, vice-presidents of Comp- 
ton Advertising, New York, have 
been appointed directors of the 
agency. 

Andrew Wolf, formerly as- 
sistant to the national sales man- 
ager of General Foods, has joined 
the agency as a merchandising ex- 
ecutive. 


Andrews Adds to Staff 


Harvey S. Hayden, formerly 
with Parade Publication, Inc., has 
been appointed midwestern man- 
ager in Chicago of Phillip An- 
drews Publishing Company, pub- 
lisher of Air News and Air Tech. 
P. K. Johnson, recently with the 
R. H. Donnelley Corporation, New 
York, has been named assistant 
midwestern manager. 


Third Newsprint 
Price Increase 
Seen by Board 


Ottawa, Ont., March 8.—A third 
increase in newsprint prices was 
indicated yesterday in a report of 
the Canadian Wartime Prices and 
Trade Board, submitted to the 
House of Commons. 

The report filed by Finance Min- 
ister J. L. Ilsley said that steadily 
mounting production costs had not 
been offset by the $4 per ton pre- 
vious increases, granted newsprint 
mills in March and September, 
1943. “Further adjustments may 
have to be made,” he warned. The 
price boosts were approved by 
both Canadian and U. S. govern- 
ment officials. 

The board also told Commons 


that the paper supply may be still 
further curtailed by increased 
needs of Allied military govern- 
ments for paper and to replenish 
dwindling stocks of the European 
press. 


Heads Sales Division 


T. L. Shaffer, vice-president and 
director of Congoleum-Nairn, Inc., 
Kearny, N. J., has been named to 
take full. charge of the company’s 
sales, including civilian and war 
products. 


Leading newspaper representa- 

tive will employ two salesmen 

for Chicago office. Positions 

permanent. Inquiries solicited. 
Box 4635 


ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


A.B.P. OFFERS FREE STUDY 
TRANSITION COPY THEMES 


Includes sample advertisements gleaned 
from dozens of trade papers 


New YorK, N. Y.—The Associated Business 
Papers announces a new study of trade paper 
advertising trends entitled “Transition Themes 
for Business Paper Advertisements.” This loose- 
leaf portfolio contains a wide selection of business 
paper advertisements each carefully annotated by 
A.B.P. The entire portfolio is absolutely free. Its 
purpose is to show how various skillful trade 
paper advertisers are beginning to write now 
about their present situation with respect to the 
eventual resumption of civilian production. 


The transition advertisements selected for this 
study are not post-war advertisements. Nor are 
they war advertisements. They are a combination 
of both. They bridge the gap between the two 
periods. 


Such transition advertisements are still the 
exception rather than the rule in business paper 
copy, but there is every indication that this situa- 
tion will sooner or later be reversed. 


The study was prepared to save agencies and 
advertisers the hours and days of research re- 
quired to conclude a comparable investigation. It 
is offered as a typical service in line with The 
Associated Business Papers’ avowed purpose of 


increasing the usefulness of its member publica- 
tions to their readers, and helping advertisers get 
a bigger return on their investments. 


Advertising managers and agency men who 
would like to use this helpful material are urged 
to fill in the coupon today and mail at once to 
The Associated Business Papers, Department 77, 
205 East 42 Street, New York 17, New York. 
There is no obligation. 


THE ASSOCIATED BUSINESS PAPERS 
Dept. 77, 205 East 42nd Street 
New York 17, N. Y. 


Please send me, without obligation, my FREE copy 
of “Transition Themes for Business Paper Advertise- 
ments.” 
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Fight Against Ad | 
Expenses in War 
Contracts Renewed 


(Continued from Page 1) 
materials, incidentals and over- 
head. 

In its operation, TD 5,000 now 
permits a contractor to charge the 
government for advertising in 
trade and technical journals, and 
for a limited amount of newspaper 
and radio advertising used to 
maintain employe morale. Insti- 


Ol) SELLING THEM EFFECTIVELY? 


PA KE 


on bow to reich the growing 
+ $7 Billion Negro Market. Consult= 
| OUT OF 7 
EVERY 10 DAVID } SULLIVAN 
AMERICANS 
$ A NEGRO Advertising + Research 


$45 Fifth Avenue + New York, N. ¥, 


L\ULIONal dQVertising IS Not a proper 
charge against the government in 
any type of contract, although it 
may be justified in renegotiation 
proceedings, or in contract termi- 
nation settlements. 

Senator Ferguson commented 
that when a contractor gives 
money to a Community Chest, the 
donation in effect is made by the 
government, “although the gov- 
ernment has made no appropria- 
tion for the purpose and the credit 
is going to the corporation.” 


Puzzled by Campaigns 


Neither Senator Ferguson nor 
Senator Murray could understand 
why a contractor operating en- 
tirely in war work would carry on 
an extensive advertising campaign. 
Without attempting to explain that 
such items are not properly a 
direct charge in cost-plus-fixed- 
fee contracts, Mr. Yates readily 
agreed and added, truthfully, that 
his office “had been consistent in 
disallowing reimbursement pay- 
ments for advertising of that sort.” 
He added: “If they can operate 
economically enough to have 
money left from their fixed fee to 
spend on advertising, all right.” 


Grant Advertising 
Opens Miami Office 

Grant Advertising, with head- 
quarters in Chicago, has opened 
its ninth office in Miami, under 
the direction of 
John A. Dey, 
vice - president. 
Mr. Dey, for- 
merly advertis- 
ing manager of 
the Eastern di- 
vision of Pan 
American Air- 
ways and be- 
fore that with 
the Miami Her- 
ald and Daily 
News, is the 
new _ president 
of the Miami Advertising Club. 

Will C. Beach has been trans- 
ferred from New York to Miami as 
art director, and Donald B. Rans- 
burg has been transferred from 
the agency’s Chicago office as ac- 
count executive. Grant now has 
offices in Chicago, Dallas, New 
York, Monterrey, Mexico City, 
Rio de Janeiro, Sao Paulo and 
Buenos Aires, in addition to Miami 
and another new office expected to 
open soon. 


J. A. Dey 


Health-Minded Readers 


HYGEIA is the Health Magazine of 


American Medical Association. 


Its circulation each month is to 75,000 home 
readers, 17,000 physicians (reception rooms), 
25,300 schools, colleges and health groups. 

If your product or service has a health ap- 
peal, you can hardly reach a better audience. 


peoples. 


Association. 


spreading an 


alert. 


the 


be... 


OTHE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION | 


535 NORTH 


DEARBORN 


-STREET 


educated families. 


banished by 


enlishtenment 


The prancing, exhorting witch doctor, hold- 
ing in his hands the life and health of his 
tribesmen, finds no place among civilized 
As savagery and ignorance gave 
way before culture, the health of the world 
hegan a consistent improvement. 

Today's vast enlightenment on personal and 
family health owes much to Hygeia, the 


health magazine of The American Medical 


Written for the general public, Hygeia is 


intelligent consideration of 


prenatal care, nutrition and good grooming, 
of practical cooperation with physician, sur- 
geon and nurse, of all-around family health. 


It reaches, every month, more than 100,000 


It is a regular 


visitor to 17,000 doctor’s waiting rooms 
where more than a million exceedingly 
health-minded patients can be observed in 
interested study of its pages. 

Your story of product or service told to these 
receptive high-level readers of Hygeia can 
. well, frankly, profitable. Won't you 


let us tell you more, now? 


CHICAGO 10, ILLINOIS 


lew Permanent 
Wave Kit Invades 
Expanding Market 


(Continued from Page 1) 


companies pushing a 59 cent kit. 
Rolwav, with its cheaper version 
of the amateur hairdresser’s set, 
may keep pace with Mollin in total 
expenditures. 

National Merchandisers, New 
York sales representative and dis- 
tributor, has taken over distribu- 
tion of Rolwav for department 
stores, drug outlets, and national 
and independent limited price 
variety stores, it was revealed this 
week. 

First consumer advertising for 
Rolwav is breaking in April issues 
of magazines and the schedule 
calls for color pages, double-col- 
umn, column and half-column ads 
in the Fawcett, Hillman, Ideal, 
Macfadden, Modern and Popular 
magazine groups. Playing up the 
popular price, copy asks women 
to look for Rolwav in their favor- 
ite stores but instructs them to 
use a handy coupon if the product 
is not yet obtainable at the store. 
A money back guarantee is in- 
cluded. 


Response Enthusiastic 


February issues of trade publi- 
cations carried announcement copy, 
which was greeted with an excel- 
lent response, the company says. 
Retailers are being offered a 25% 
allowance on merchandise orders 
for cooperative advertising in local 
newspapers, 

Rolwav has cut its cost per item 
by adapting automatic machinery 
in packaging the entire kit. Al- 
though it had planned to use en- 
velopes, a supply of cartons has 
been assured. The company ex- 
pects to be no worse off than its 
competitors when it comes to 
shortages of chemicals, a factor that 
holds down production to a point 
believed well below demand. 

The Rolwav kit includes a per- 
manent waving solution, neutral- 
izer, hair set, 40 curlers, paper 
hood and set of directions. Unlike 
the more expensive sets, it does 
not include the shampoo, the 
manufacturer reasoning that wo- 
men would just as soon use their 
preferred shampoo in combination 
with the Rolwav materials. 

The home kits are not intended 


to displace permanent waves 
offered by beauty parlors, but are 
considered a wartime boon. Stores 
which handle the kits say women 
are interested not only in the 
economy appeal, but the fact that 
they can administer a home-made 
permanent wave without strug- 
gling to make an appointment with 
a busy professional hairdresser. 
Jones Frankel Company, Chi- 
cago, handles the Rolwav account, 


Senate Passes 
N. Y. Bill Hitting 


Fraudulent Sales 


Albany, N. Y., March 8.—The 
senate today passed 31 to 9, the 
Mahoney-Reoux “New York State 
Practice Law” bill, designed to 
ban the misrepresentation of mer- 
chandise or prices by advertising 
or other means. The measure, 
somewhat similar to one vetoed in 
1942 by the then governor, Herbert 
H. Lehman, also would prohibit an 
employer from selling to employes 
any goods not manufactured by 
him or used in his business. 

The bill, supported by the 
American Fair Trade Council, the 
New York State Council of Retail 
Merchants and other retail organi- 
zations, as well as by a number of 
newspapers, went to the assembly. 

The measure is opposed by a 
number of large organizations. 
Proponents, however, assert it 
would benefit business in general 
by “helping honest dealers and 
protecting the public against dis- 
honest dealers.” They declare it 
will “militate against the practice 
of using well known trademarked 
merchandise as ‘bargain bait’ and 
help to put an end to those types 
of ‘industrial selling’ which lead to 
abuses of the state resale price 
maintenance law.” 


Blue Advances 
Schoenfeld, 2 Others 


Merritt R. Schoenfeld, central 
division network sales manager 
since January, 1942, for the Blue 
Network, has been named assistant 
general manager of the division. 

E. K. Hartenbower, an account 
executive on the Blue’s sales staff 
since January, 1942, has _ been 
named to the post vacated by Mr. 
Schoenfeld. Gilbert R. Berry, sales 
manager of Station WENR and 
spot sales manager of the Blue’s 
central division since February, 
1942, has been named assistant 
sales manager of the Blue’s central 
division. 


We Don’t 


it. 


J. H. McGillvra Inc. 
Representative 


Waste... 


Ox the contrary, we're firm believers 
in treating your radio budget gently, and coax- 
ing all of the worthwhile coverage we can out of 
Thus, for example, if THE DETROIT 
AREA is your market, our 5,000 watts at 800 
ke., gives you its largest concentrated coverage. 
Results for advertisers, plus our time-sales rec- 
ord, proves that plenty of radio-wise advertisers 
think we're a great station. Actual case-histories 
of what we mean, are yours for the asking! 


Believefin 


Union Guardian Bldg., Detroit 
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Abbink Heads All 
McGraw-Hill 
Editorial Activity 


New York, March 9.—James H. 
McGraw Jr., president of the Mc- 
Graw-Hill Publishing Company, 
today announced appointment of 


John Abbink as executive vice- 


John Abbink Howard Ehrlich 


president in charge of all editorial 


operations. Other executive re- 
sponsibilities of the publishing 
company were announced as fol- 
lows: 

Howard Ehrlich continues as 
2xecutive vice-president responsi- 
gle for business operations. Re- 
sorting to him are J. H. Rudd, 
vice-president in charge of district 
yperations; J. E. Blackburn Jr., 
vice-president in charge of circu- 
ation; D. C. McGraw, on produc- 
tion and production development; 
John C. Spurr, director of re- 
search; A. R. Venezian, statistical 
sales service; B. Z. Reiter, illustra- 
and photographic departments; 


J. H. Rudd 


and Robert A. Whitney, company 
promotion. 

In addition to all editorial activi- 
ies, Mr. Abbink will be responsi- 
ble for the following: domestic 
and foreign news bureaus, London 
office, the Washington bureau, 
ompany planning and develop- 
ment, editorial research, and the 
library. He continues as presi- 
dent of Business Publishers Inter- 
ational Corporation and as pub- 
isher of Engineering News-Rec- 
ord and Construction Methods. 
Curtis W. McGraw, who was 
elected vice-president and treas- 
urer of McGraw-Hill last June 23. 
ill be responsible for accounting. 
purchasing, personnel. and office 
service, the McGraw-Hill build'ng. 
Newton Falls Paper Mill, and the 
Williams Press. 


Adds to Duties 


Frank Schlaback, general sales 
manager of the Rollins Hosiery 
Mills, Des Moines, has taken over 
the additional post of advertising 
manager. 


Curtis McGraw 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*ladependent Survey of Providence Bulletin 


The New Faven Register 


Schick Launches 
Blade Drive 


The Magazine Repeating Razor 
Company, Bridgeport, Conn., has 
launched a campaign to inform 
Schick Injector razor users that 
the company has resumed produc- 
tion of Schick Injector blades. 
Using seven magazines, the nation- 
wide drive will run throughout 
1944. 

Publications used are: Collier’s, 
Esquire, Liberty, Life, The Satur- 
day Evening Post, The American 
Weekly and Time. Black and white 
ads of quarter-page, half-page, and 
two-thirds-page sizes have been 
used since January. J. M. Mathes, 
Inc., New York, is the agency. 


Offers Tie-in Mats 


George A. Hormel & Co., Aus- 
tin, Minn., manufacturer of Spam, 
is offering a new related-item mat 
service to enable dealers to feature 
profitable related food items in 
their local Spam advertisements. 
The mats provide space for inser- 
tion of local prices. Batten, Bar- 
ton, Durstine & Osborn, New York, 
is the agency. 


30 Newspaper Men to 
Make Mexican Tour 


Thirty American and Mexican 
newspaper men, beginning March 
18 in Monterrey, will make an in- 
spection tour of Mexico to report 
on its contributions to the Allied 
war program and to explore its 
possibilities as a postwar market 
for products manufactured in the 
United States. 

The tour, sponsored by Mexican 
and United States industry, is in- 
dorsed by the Mexican govern- 
ment. In addition to studying the 
industrial growth of this country’s 
southern neighbor, the reporters 
will interview President Avila 
Camacho and governors of several 
states. 


Miss Dunham Promoted 


Ellen-Ann Dunham has been 
appointed assistant director of 
the consumer service depart- 
ment of General Foods Corpora- 
tion, of which Marie Sellers is 
director. Miss Dunham will con- 
tinue as representative for Walter 
Baker and Birds Eye-Snider prod- 
ucts. 


$500,000 Ad Budget 
Set for Selznick Film 


An initial advertising budget of 
$250,000, expected to be supple- 
mented by an additional $250,000 
after the picture is released, has 
been appropriated by David O. 
Selznick to launch “Since You 
Went Away,” starring Claudette 
Colbert, which will have its pre- 
miere late in May. 

Newspapers, weekly and monthly 
magazines, national and local 
radio, business papers, posters and 
car cards will be used. Foote, 
Cone & Belding is the agency. 


Three Join Hillman 


Roy Wilson, formerly art direc- 
tor of J. W. Robinson Company, 
has been named art director of 
Hillman-Shane-Breyer, Los An- 
geles agency. Charles F. Chaplin, 
formerly of the Producers Release 
Corporation, has been named 
director of radio production for 
the agency, and John Doane, for- 
merly art director of Dan B. Miner 
Company, Los Angeles, has been 
named production manager. 


61 


Opens Cigaret Drive 

Benson & Hedges, New York, 
has started a nationwide campaign 
for Virginia Rounds cigarets, using 
four-color advertisements in the 
Metropolitan Group and full-page 
ads in The New Yorker. Parlia- 
ment cigarets, also a Benson & 
Hedges product, will use full pages 
in Atlantic Monthly. The cam- 
paign is scheduled throughout 1944. 
Arthur Kudner, Inc., New York, 
handles the account. 


ACCOUNT EXECUTIVE 
AVAILABLE 


Twenty years experience in almost every 
phase of advertising, including radio. 
Have limited amount of billing, to- 
gether with exceedingly valuable con- 
tacts and connections to offer Chicago 
advertising agency in return for mer- 
chandising, marketing and production 
facilities for present accounts. 


Able to secure new business for agency 
as well as do contact work on existing 
Present agency con- 
Draft exempt. 
Please address reply to Box 
4643, Advertising Age, 100 E. Ohio St., 
Chicago II, 


agency accounts. 
nection too limited. 
Gentile. 


Iinois. 


A million 


heard the word 


SYPHILIS* 


.-eand liked it! 


people 


PUBLIC SERVICE is just as integral a part of KFI as its 50,000 
watts of power. Whether it is a matter of bringing the fight 
against syphilis into the open, or sponsoring the debut of a 
promising local concert pianist —KFI regards Public Service as 
an obligation, a privilege, a promotional opportunity. 


Such Public Service programming unites the station and 


PUBLIC SERVICE.. 


SYPHILIS... is being fought in Los 
Angeles with a microphone! 


For over six months, KFI’s provocative 
dramatic programs “The Unseen Enemy” 
have been the promotion spearhead of a 
local fight against venereal diseases ...a 
plague which has risen to alarming im- 
portance in Los Angeles as in other major 
wartime population centers. 

And the dramatic programs have not 
been without dramatic results. The series 
is credited with having induced many local 
industrial institutions to broaden the scope 
of their medical programs. It has been en- 
dorsed by educational directors in schools 
and in military posts. Requests for blood 

tests at clinics throughout the city and 
|, » county have shown marked increases. 4 


3 


for all KFI program offerings. 


its listeners in the common bond of Jocal interests. And this 
mutuality of interests builds confidence and strong acceptance 


This is another reason for KFI’s undisputed leadership in 
Los Angeles. 


KFI LOS ANGELES 


N.B.C AFFILIATE * 50,000 WATTS « CLEAR CHANNEL + 640 KILOCYCLES 
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Boston’s 


...is the only Boston Newspaper bring- ie 
ing its readers eye-witness reports from 
every trouble spot in the world today, 


from correspondents such as these: 
Leland Stowe, H. K. Knickerbocker, A. 
T. Steele, Edgar Ansel Mowrer, Helen Bs 
Kirkpatrick, George Weller, Paul Ghali, A 
Nat A. Barrows, Richard Mowrer, Ed- 5 
ward Morgan, Edward Angly, David M. 
Nichol, Victor Gordon Lennox, Frederick 
Kuh, Allen Haden, Hal O'Flaherty, B. J. 
McQuaid and others. 


% All comics, editorials, columns, cartoons and other features appear in A.M. GLoseE and in P.M. Giose. Result: top 


morning reader coverage — top evening reader coverage —practically no duplication. 


Boston Globe 


MORNING . EVENING + SUNDAY = 
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PHOTOGRAPHIC REVIEW 
THE WEEK 


OUTSTANDING TYPES—Men in the upper income groups, rather than profes- 

sional models, are being used by Valentino Sarra for the photographic illus- 

trations in the Calvert Distillers Corp. series for Lord Calvert whisky to typify 

the "men of achievement" and "men of accomplishment" shown here. Two 

forthcoming advertisements in the magazine series will be headed "For Men 
of Authority" and "For Men of Diplomacy." (Story on Page 59.) 


X-RAY FOR INDUSTRY—Business publications in the electronics and engineer- 

ing fields are being used by North American Philips Co. for its new Searchray 

machine (AA, March 6). The spread shown here appears in the March issue 
of Metals & Alloys. Erwin, Wasey & Co. is in charge of the account. 


Your bath should be a luxurious experi- 
ence. Three things will make it just that: 
1. Before bathing, add Bathasweet to your 
1 tub. Softens and perfumes the bath; gives 


it greater cleansing power ; soothes nerves. 
BATHASWEET 2. While bathing, use Bathasweet Soap. It 


gives a rich, billowy, creamy lather such as 
ee you don't get from ordinary soaps 
7 . 3, After the bath, use Bathasweet Tale 
Rr Mitt. It's the final touch of refreshment 
and daintiness 
Also recommended are Bathasweet Foam 
Bath and Bathasweet Shower Mitt. 


Your choice of these delightful Fragrances:— 
Gorden Bouquet; Forest Pine; Soring Morning 


TRIPLE-THRILL—Combining the use of its three products, Bathasweet, soap 

and talc mitt to suggest that “triple thrill" bathing can be a luxurious experi- 

ence rather than a Saturday night routine, Bathasweet Corp., New York, is 

using this 140-line ad in national magazines and newspapers. H. M. Kiesewet- 
ter Advertising Agency, New York, handles the account. 
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PERFECT SLEEPER 
MATTRESS 


SMOOTH IS THE WORD—says this 
current magazine copy for Serta Per- 
fect Sleeper mattresses, which, it is 
pointed out, will be available again 
“immediately after victory.” 


Sate Passage — Sight Unseen 


HAND OF THE COMPASS—is drama- 
tized in this first ad in a series for 
Dodge Division of Chrysler Corp., 
which reports on gyro compass produc- 
tion by Dodge. The series is scheduled 
for full pages in Life and The Saturday 
Evening Post, and smaller space in 
four other publications. Ruthrauff & 
Ryan is the agency. 


REASONABLE FACSIMILE—of his first 
guest star, Dorothy Lamour, on Mc- 
Kesson & Robbins’ Blue Network show 
starting March 23, is being okayed by 
Joe E, Brown, star of the program, as 
W. E. Dewell, McK&R vice-president 
in charge of manufacturing, smiles his 
approval. 


GOOD-NEIGHBOR RELATIONS—Fostered by American Airlines in this "Down 

Mexico Way" eight-window display at J. N. Adams Co. department store, 

Buffalo, the good neighbor theme carried out in the windows is the new link 

between the Americas in the direct one-carrier route from Buffalo to Mexico 
City via American Airlines. * 


DORADO MEMORIAL—Georges Schrieber who, with fellow-artist Thomas 
Benton, accompanied the submarine Dorado just prior to her loss in action, 
completes a series of water colors which will appear in Abbott Laboratories’ 
house magazine, “What's New," starting with the April issue. The Abbott- 
sponsored series by both artists will be dedicated by the Navy as a memorial 
to the men of the Dorado and others who have lost their lives in underseas 
service. 


White Takes Care of its Own 


White recognizes the Nation's dwindling supply 
of motor trucks as a serious chreat w war produc- 
tion as well as essential civilian geeds . . . and as 
situation more challenging than any im ia more 
then 40 years of experience. To meer it, White 
bas spent more than a year in periecting * persow 
elized conservetion wervice plan for every White 
owner ... and the Geld facilities to make the plan 
practicable, White's service facilities continue wo 
be pledged to 
helping owners 
of all makes of 


trucks keep 
their vehicles in 
service duri 

these critica 


F 


OR MORE THAN 40 YEARS THE GREATEST 


times. But, obviously, White cannor undertake tw 
keep all of America’s more than four and « balf 
million trucks in service for the duration. White 
Pertonalized Service is the fulfillment of Whie's - 
pledge “uke care of is own”. . . to protect in 
owners in & more comprehensive manner than 
has ever been 
Persomalized Service provides each owner with 
specific information covering every dewil of his 
every White cruck and the proper method of servic- 
ing each item—tilored w the wuck's individual 
serial nember and the of work it does. 
race, Prague pnd Cate Frocks complete 


AME IN TRUCKS 


PROTECTION—White Motor Co. uses a mother polar bear as a symbol for 
its “Takes Care of Its Own" headline. The copy, appearing in the Atlantic, 
Fortune, The Saturday Evening Post, Time and a list of trade publications, tells 
about White's “personalized service." D'Arcy Advertising Co. is the agency. 


é — : 
INGS YOU NEVER SAW BEFORE 
BATHASWEET 2 


the Sun sells* 


Advertising 


Chicago boasts five big dailies, and the paper shortage hasn't lessened 
the competition for the advertising dollar in the Loca/ Display and 
Department Store fields. 


Yet, The Sun has climbed high and climbed amazingly fast. In 
each of the past four months— 


* The Sun i is No. 2 among all 
Chicago papers in Local 


Display and Department 
ge Store advertising. 


4 


Now take a look at the chart shown here. It tells the story fast. 
What it doesn’t tell is that for the past two months, The Sun led the 
next paper by big margins. In Local Display, it led the next paper by 
58,453 lines. In Department Stores, it led the next paper by 79,506 
lines. That’s not peanuts. . 


That’s the kind of evidence that says: The Sun sells . 
delivers the goods! 


. The Sun 


For, there is no more matter-of-fact, ‘I’m from Missouri’ kind of 
advertiser than retail and department stores. Their advertising must 
pay off with business, or else. 


THE CHICAGO SUN 


It means that for any advertiser who wants to ‘‘reach’’ Chicago, 
two facts stand out as clear as crystal: 


1. You need The Sun in any newspaper combination to cover 
Chicago completely, economically and efficiently. 


2. By using The Sun alone you can make a tremendous impact 
against America’s No. 2 market with a relatively small expend- 
iture. Actually, you can sell for less in The Sun. 


To the best of our knowledge any rationing of retail and depart- 
ment store space in Chicago has not gone far enough to affect this 
picture materially. But, rationing or no rationing, the fact remains 
that Chicago merchants have made The Sun the second paper in this 
five-paper city. 


Distribution of Local Display Advertising Linage in 
Chicago Newspapers, First Two Months, 1943 and 1944 


ALL LOCAL DISPLAY DEPARTMENT STORES 
1943 1944 1943 1944 


Tribune 34.6% Tribune 31.3% Tribune 39.1% Tribune 36.5% 
Her-Am. 18.9% SUN 19.7% Her-Am.178% SUN 211% 
News 16.6% News 184% SUN 15.8% | News 17.1% 
SUN 15.1% Her.-Am. 15.9% News 13.8%  Her~Am. 13.3% 
Times 148% Times 147% Times 13.5% Times 12.0% 


CHICAGO’S 
MORNING TRUTHpaper 


NEW YORK OFFICE: 250 PARK AVE. 


National Representatives: 
THE BRANHAM COMPANY, NEW YORK: 230 Park Avenue @ CHICAGO: 360 North Michigan Avenue 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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